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ULMER 


Warm and friendly and free from self-assertiveness, 
with a firm texture and rich color that skilfully avoid 


heaviness, Bulmer Roman is a thoroughbred of sound 





type design. In mass or display, it never grows tedious. 





This historic creation of one of England’s finest 18th 
century designers is as old as the United States and 

as modern as 1950. With Baskerville for grandfather and 
Bodoni for godfather, Bulmer is modified by a gracious 


artistic feeling that has endeared both its text and 


display sizes to bookmen and advertisers alike. | 
Bulmer’s Italics are especially graceful, and are widely | Yo 
admired by typographers for their beauty and charm. be 
Their spice-touch of quaintness in a few chosen 9h 
: , WI 
characters, and fine flow of shaded curves, are gently pa 
restrained by a disciplined regularity and not-too-close . 
fitting that promote easy reading. 7 
Sizes available from 6 to 48 point, with roman 2 
small caps and both roman and italic oldstyle ou 


figures fonted separately. 


AMERICAN TYPE FOUNDERS 
200 Elmora Avenue, Elizabeth B. New Jersey 


Branches in Principal Cities 


8k TP % ME LONE EAPC ATE 


a OW for 
Write NOW for 
Style Book on Bulmer, showing how the eminent typographer 
and designer, GEORGE F. TRENHOLM, recommends using this beau- 
tiful face. Also entirely new Specimen Sheets of Bulmer Roman 


and Italic, including valuable material never before preseated. 
Both mailed gladly, upon request on your business letterhead. 
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2 If it’s sales promotion —relax— just bring it to— 


. AHREND 


THE DEPARTMENT STORE OF DIRECT MAIL 


; ; rt 
. fe] a 
\es-buildin _ 
One source for oe eh-register-minded “ 
i n 
L all of your sparkling, sharp _— 1 iil 
direct adver- perfectly personalized sale 


| tising needs... field-tested dealer helps and campaigns 


from sales- 
minded ideas 


clear multigraphing, mimeo and offset 


Preparation, production of house organs 


ler or co 
| through com- handling of radie ty nen contests 
: 10 an 
pleted on-time [¢curately typed d coupon responses 
. e ° or Wri 
d mail campaigns Selection of Prody-s: tten addressing 
Me-cons-; “ctive list 
NGiling, 
5 
y You can relax because no matter what your needs may If your problem is uncertainty as to just what type of pro- 
be, the solution is at hand in our “department store’ of motion will benefit you most . . . you have our skilled 
specialized direct mail services. merchandising analysts, creative writers, artists and pho- 


| Whether you want to market a new product in selected tographers to produce the most effective promotion for 
your purpose. AND at the same source, you have com- 


communities or build dealer cooperation nationally .. . ; ; for th ducti inti d “ti 
send out a personalized sales letter or an integrated long- plete equipment tor the production, printing and mailing 
of your made-to-measure material. 


term campaign... just call Ahrend. 
You'll have the peace of mind that goes with knowing Let D. H. Ahrend Co. take full responsibility. Phone or 


that all operations concerning your job are directly under write Ahrend today . . . then just sit back and relax, 
our control in our own plant of 40,000 square feet. confident that you'll get what you want when you wani it. 


57 YEARS OF EXPERIENCE SERVING DIVERSIFIED INDUSTRIES 
33 NATIONAL AWARDS BASED ON RESULTS 


D.H.AHREND COMPANY 


INCORPORATED 


MuUrray Hill 6-3212 ¢ 333 CAST 44 STREET © NEW YORK 17,N. Y. 











MASS PRODUCTION 
OK’'D FOR USEIN 
SLAVE STATE 


Volume is increased even though 


tedious hand method is applied 


New York:—Leaning back in the 
swivel chair for some rapid-fire dicta- 
tion to our favorite steno, we got to 
musing about stenography in its earli- 
est form. Time was, two thousand or 
so years ago, when dictation formed 
the basis of what was then the entire 
publishing business of the world. In 
those days, an educated slave was or- 
dered to read aloud from a manu- 
script to a group of ten or twenty 
slave-scribes who wrote out word-for- 
word copies on the spot. By applying 
this mass production policy, a 
wealthy Roman could run the number 
of copies of a book into the hundreds 

. with enough slaves and months 
of labor. 


Printing, of course, changed the 
pace of production. And, just as im- 
portant, it eliminated the errors that 
cropped up in the hand-produced cop- 
ies. As long as books were so pains- 
takingly re-copied by generation after 
generation, old errors were repeated 
and new ones were added. In one vol- 
ume by Aristotle, a scholar’s margin- 
al notes were dictated right along 
with the text and, for several cen- 
turies, the extra paragraph confused 
the readers of the copies that fol- 
lowed. 

Today, with the skilled hands and 
modern equipment at the Gray plant, 
reproduction reaches the utmost in 
speed and uniformity. In fact, no mat- 
ter what your reproduction problem 
may be, no matter how many copies 
you need, you'll find that Gray’s com- 
plete facilities . for lithography, 
printing, multigraphing, folding, col- 
lating, binding, inserting, sealing, ad- 
dressing and mailing . . . give you the 
finest in service at the least cost. 

The very next time you’re planning 
a direct advertising or sales promo- 
tion campaign, let a Gray representa- 
tive help you cut corners on time and 
costs. Meanwhile, for a free copy of 
“Lyrical Linage,” versified highlights 
of advertising, write or phone James 
Gray Inc., 216 East 45th Street, New 


York 17—MUrray Hill 2-9000. Ask 
for Mack Beresford—veep in charge 
of sales. 


(Advertisement) 





REPORTER 
of Direct Mat Advertising 


17 EAST 42nd ST., NEW YORK 17, N. Y. MUrray Hill 2-7424 


Volume 13 Number | 
The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher, at 
So. Lancaster, Mass Subscription price is $6.00 a year Re-entered as second class matter at 
Post O:fice at So. Lancaster, Mass., under the act of March 3, 1897 Copyright, 1950, by Henry 
Hoke New York office 17 East 42nd Street New York 17, N ;. Telephone: MUrray 
Hill 2-7424. 


HENRY HOKE, Editor and Publisher 
FRANK FRAZIER, DMAA Editor 
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HENRY HOKE, JR. Advertising Manager 





EDITORIAL BOARD 
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Florida is Booming . . . and Wide Awake to Direct Mail 10 
Treasury Launches Biggest Direct Mail Campaign 14 
Letter or Circular—Which Comes First? 16 
Direct Mail Helps Place Nuts and Bolts on Assembly Lines 19 
Pitfalls in Advertising for Small Business 21 
New Horizons for Mail Order 26 
A Plumber Learns About Advertising 28 
Playing Post Office 30 
One Advertising Man to Another 32 
OFFICIAL PUBLICATION DIRECT MAIL ADVERTISING ASSOCIATION 


The Reporter is independently owned and operated. But in addition to thousands of 
regular subscribers, 1500 DMAA Members receive The Reporter as part of the asso- 


ciation service \ portion of their annual dues pays for the subscription 
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WORK HORSES 


of the Lithographic Industry =~, 
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Billions of sheets . . . millions of dollars. Who could calculate all the work that 
has been turned out (and is still being turned out) by the old faithful Harris 
Model LF? In its heyday, its output was absolute tops. Register was matchless. 


But, as fine a press as the LF was, you can’t help but see that the new Harris 
Model 158 is part of a new era in the lithographic industry. Register is finer 
than ever before. It’s geared to a faster pace . . . engineered to keep its owner 
well ahead of operating costs. Figure out, for instance, what a 75% increase 
in running speed has meant in its owners’ profit picture! 





HARRIS MODEL 158 
Single Color 
42” x 58” Offset Press 
Also available in 
two- and four-color models. 


HARRIS-SEYBOLD 


DEPT. S, GENERAL OFFICES, CLEVELAND 5, OQHIO 


























How Many DUDS 
Can You Afford ? 


ailers are getting more and 

more finicky about the mail- 
ing lists they rent. Their budgets 
for mail-selling promotions are 
tighter. They'’re looking for fatter 
returns from test mailings—doing 
more shopping around among 
list brokers 


e think it's a good thing. Our 

business always seems to 
perk up when mailers put the 
pressure on. Probably because 
we offer them people, not mere 
names, in the lists we recommend. 
It makes us gluttons for work, to 
be sure. But we're happy enough 
with the customer's payoff. How 
about you? 


rite on your business letter- 

head for our descriptive folder 

“WHICH WILL YOU HAVE- 
NAMES OR PEOPLE?” 


Y 
Ip 
SPECIAL LIST BUREAU 


DIVISION of DICKIE-RAYMOND 
80 BROAD STREET, BOSTON 10 











cuts 
lost 





motion 
automatic 
electric 


be stapling 


both hands free for the work! 


Simply insert the work! | 
Stapling is fully automatic. Can- 
not skip or repeat. Instantane- 
ous. No pedals, no levers . . . no 
motor. Plug it in anywhere. 





eA 








Pays for itself quickly . . . in 
letter shops, print shops, direct 
mail houses . . . stapling mail- 
ings, reports, bulletins, house 
organs, samples, bags, etc. Write 
for Bulletin. 


Staplex Co. ¢ 68 Jay St., Brooklyn, N.Y. 


“fasten it the modern 


Stoplex 








SHORT 


NOTES 


DEPARTMENT 


@ All set! Get your pencil. Make 
notes. Here’s the monthly gab-fest with 
the editor. Bits of news and items 
which have crossed the desk during 
past month. 


eee 

@ IF YOU WANT TO KNOW all there is 
to know about printing papers, better 
write to Jack W. Taylor, 1315 East 20th 
Street, Tulsa 14, Oklahoma and get 
him to tell you about his privately 
printed book, “The Characteristics and 
Functions of Printing Papers.” Jack 
used the material originally to train 
salesmen for the Tulsa Paper Company. 
It's non-technical in wording. Very 
complete. Sells for $5.00. 


JJ) 


@ REVISED EDITIONS of former not- 
available books in the direct mail ficld 
seem to be the rage. Just received Mc- 
Graw Hill's revised third edition of Earle 
A. Buckley's book, “How to Write Better 
Business Letters”. It's good to have 
this available again. Price $3.00. 


rT 
eee 
@ SPEAKING OF PRESS RELEASES 
- maybe this was a stunt to get 
attention but doubt it. We received an 
envelope from a prominent publication 
and it contained just a blank sheet of 
paper. Our curiosity aroused, we sent 
it to name on corner card, asking for 
explanation. Back came a press re- 
lease and written on our note in hand 
was, “Oops! The other had invisible 
ink”. 


JJ) 


@ MAIL ORDER ADVERTISING is pull- 
ing more effectively this year than in 
1949, according to a survey on direct 
mail results made by Lewis Kleid, 
President of Mailings Incorporated. 

The study was based on question- 
naires sent to the nation’s largest users 
of direct mail in the fields of books, 
magazines, foods, horticultural items, 
tobacco products, gifts, and financial 
and business service. 

Advertising response this March was 
better than in March a year ago, re- 
ported 51% of those replying. 

Comparing March results with those 
of the month before, a plurality of 46.3% 
of the respondents said they were 


better. Some 29.3% called conditions 
about the same, while 24.4% termed 
them poorer. This finding is felt to be 
particularly significant since on a sea- 
sonal basis March is ordinarily a less 
effective mail advertising month than 
February. 

Equally optimistic was the consensus 
of predictions for April, when the sea- 
sonal decline ordinarily continues. 
About 25% of the firms surveyed said 
that they anticipated still better busi- 


ness. No change was expected by 
50%. and a decrease in _ returns 
by 25%. 


dee 

@ HERE’S AN IDEA which may prove 
helpful. Ralph M. Eastman, vice presi. 
dent of the State Street Trust Company, 
Boston, Massachusetts sent us copy of 
interoffice memo sent to officers and 
department heads of his company. It 
reads: 

“In order to get the greatest benefit 
out of AIR MAIL, if AIR MAIL stationery 
is not used, it is recommended that in 
addition to putting AIR MAIL stickers 
on the envelopes, one also to be put at 
the top of each letterhead. 

“This gives the correspondence the 
priority of attention it deserves when 
it reaches the desk of the recipient in 
case his mail is opened by someone 
else before it gets to him.” 


$32 


A SIXTH, REVISED and enlarged edi- 
tion of the famous “Robert Collier Letter 
Book” has just been issued by Prentice- 
Hall, New York. Final page proofs 
were OK'd by Bob a few days before 
his death on January 9, 1950. A last 
minute “foreword” was written by Hun- 
dred Million Club Founder, Fred Stone, 
who also passed away before the book 
could be completed. It’s good to have 
this best of letter books available again. 
It's been out of print for a long time. 
We'll chain our copy to the library 
shelf... as someone walked away with 
our last copy. Bob's spirit will live in 
the hearts of young people who are 
trying to learn direct mail. Book is 
priced at $5.65 . . . and worth every 
cent of it...and more. 


JJ) 


@ IF YOU USE PREMIUMS in your ad- 
vertising . . . you may be interested in 
the first issue of the Premium Buyers’ 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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Guide, just off the press. It is a new 
semi-annual trade directory of supply 
sources and sales promotion ideas for 
the premium industry. 

Nearly 200 pages of premium mer- 
chandise offerings, a complete listing 
of more than a thousand suppliers and 
ten articles on profitable uses of pre- 
miums. prizes, gifts and advertising 
specialties, written by top authorities. 
Subscriptions are $10. a year, or $5. 
for each semi-annual issue. Published 
by Premium Buyers’ Guide, 5 West 
36th Street, Kansas City 2, Missouri. 


JJ) 


@ MERRAL FOX, who writes occasion- 
ally for The Reporter about humorous 
advertising, was recently appointed 
Director of Publicity by George P. Ma- 
honey, Democratic candidate for Gov- 
ernor of Maryland. Merral is president 
of the Fox Advertising Company in 
Baliimore and was formerly Publicity 
Director for Governor Herbert R. 
O’Conor, who is now United S'2ztes 
Senator from Maryland. 


J7) 


@ “THE ELEMENTS OF LETTERING” 
is title of a second revised edition 
book just released by McGraw Hill. 
135 pages written and designed by John 
Howard Benson and Arthur Graham 
Carey. For anyone interested in sub- 
ject, this book sure has about every- 
thing covering lettering. Price, $3.75 


JJ) 


@ NOTHING LIKE IT to catch the eyes 
We've been seeing it for years but it 
always catches ours. In mailing their 
99th (and previous) Annual Report 
(6” x 9”) an engraved calling card of 
the President is attached to cover with 
paper clip. On the card is printed in 
blue ink and in Frank Totton’s repro- 
duced handwriting this simple message, 
“You will be interested in this, I hope 
—F. M. T.” 

Don’t send annual reports or booklets 
out cold. If you can’t use a transmittal 
letter, try the simulated personal card. 
Sometimes it may even be better than 
a letter (for getting attention). 


J7) 


@ THIS REPORTER enjoyed his trip to 
St. Louis on April 17th to talk before 
Salesmanagers Division Convention of 
American Trucking Associatior. 

Chairman Donald Maentz of Associ- 
ated Truck Lines, Grand Rapids, in in- 
troducing speaker, remarked that any- 
one in trucking business who didn’t 
use direct mail was just plain foolish. 
Whole day devoted to direct mail at 
this convention. 

Enjoyed, too, meeting my old friend 
John Klutzz of Charlotte, North Carolina 


MAY 1950 


. who back in 1928 was in the letter-| 
shop business, but who is now one of| 
the plutocratic owners of a prosperous | 
trucking company. 


JJ) 


@ HERB BUHROW of McGraw-Hill | 
Book Company, sent us a sample mail- 
ing which hits at one of his pet peeves. 
Typed first class envelope marked 
“personal”. Inside a not-so-well pro- 
cessed (2 color) form letter from In-| 
dustrial Bank of Commerce, New York, | 
offering loan facilities. Herb doesn’t 
think this type of deceptive mailing 
does direct mail any good. We agree. | 
Don’t put “personal” on your envelope, 
unless the letter inside is strictly and} 
honestly personal. | 

JJd | 
@ “IMPRESSIONS” .. . the maguificent | 
1l by 14 inch house magazine pub-| 
lished since 1901 by McCormick-Arm-| 
strong Company, Wichita, Kanasas, won| 
a Certilicate of Excellence in the 1950) 
exhibition sponsored by the American 
Institute of Graphic Arts. According to) 
reports, 271 such certificates were | 
awarded. But, according to our book, 


“Impressions” stands at the top of the| 
heap, with a very few close runners-up. | 


7) | 


@ GOOD GRIEF! Has it come to this?) 
An indignant professor in a mid- 
Western college sent us examples of! 
letters being received by students in| 
his classes. From a New York “Labora- | 
tory.” The hand-addressed envelope 
contained letter, circular, order form, | 
return envelope .. . offering “contra-| 
ceptive devices” at attractive terms by) 
the dozen, with a FREE dozen for each| 
two dozen purchased. Of course, such| 


things can be purchased at any drug | 
store ... but we agree with the pro-| 
fessor that it is sure hitting below the| 
ethical belt when such appeals are di-| 


rected deliberately to students. 
Jd | 
@ RED BARREL... superlative house | 
magazine of The Coca-Cola Company, | 
P. O. Box 1734, Atlanta, Georgia, car- | 
ried interesting article in March issue. | 
“Can You Write Business Letters?” 
Authored by Kenneth Baker Horning, | 
Associate Professor of Business Com- 
munication, University of Oklahoma. 
Letters are really coming into the lime- 
light. More and more businesses are} 
concerned with their improvement. 


{Jd 


@ A FRAGRANT FOLDER reached us| 
in April. From Ontario Automob‘le| 
Company, Ltd., 1C01 Bay Street, Toronto, 
Canada. Illustrated first page titled | 


(Continued on page 8) 
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FREE BOOKLET 
"How to Put SOCK 
in Your First Sen- 
tence’, Write today 
—uwuse business letter- 
bead, please. 






Put SOCK 


in Your First Sentence on 


WATERMARKED 


by 
Fox RiVer 


COTTON-FIBER BOND, ONION SKIN, LEOGER 


You work hard to put business-getting 
words into your letters. Give your words 
every chance to work for you. Let them 
speak from the clear, white surface of 
cotton-fiber paper by Fox River. 

To serve every business need, Fox River 
offers papers of varying cotton content 
with the exact per cent watermarked 
in every sheet. Check sosal printing price 
with your printer — beautiful 100% 
cotton-fiber Fox River letterheads and 
matching envelopes vs. paper you are 
now using. The small difference will 
amaze you. Samples with free Sock book- 
let. Fox River PAPER CORPORATION, 
2023 Appleton Street, Appleton, Wis. 


see the 


Fox RiVer< 


NAME OF QUALITY 
WATERMARKED IN EVERY SHEET _ 
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Now even the smallest office can have the convenience | 


and economy of metered mail—not to mention 
the satisfaction and prestige—-with PB’s new desk 
model postage meter! 

Only about as big as a dial phone, yet this new 


DM meter prints any value of postage for any kind or | 
class of mail—including parcel post! ... prints dated | 


postmark and optional small ad, too. 
How does it work? Just dial the postage 
you want and press lever. To seal 


Postage can’t be stolen, lost or damaged, is safe 
in the meter... is automatically accounted for! 

Smartly styled, inexpensive . . . the DM lightens 
mailing chores in any office. Larger models for 
larger offices. Send coupon below for free DM booklet. 


= PITNEY-BOWES 


Postage Meter | 


~ Leading makers of mailing machines...offices in 93 cities 


PITNEY-BOWES, INC. 
203] Pacific St., Stamford, Conn. 


Please send the free DM booklet. 
PIED <.0.,.3susiencccbaudonasaadaanacbeneceios 


envelope, slide flap through moistener. | 


“Smell It? It’s the First Breath of Spring.” 
Advertised spring check-up services, 
Sure enough . .. the folder was del- 
icately perfumed with scent of flowers, 


JJ) 


@ WIL MARCUS, formerly advertising 
manager of Polaroid Corporation, Cam- 
bridge, Massachusetts, laid low for a 
time by a serious illness, is well again 
and now vice president of Loucks & 
Norling Studios (producers of com- 
mercial motion pictures), 245 West 55th 
Street, New York, N. Y. Good luck! 


3) 


@ OVER FORTY? Write to Forty Plus 
Club of New York, Inc., 250 West 57th 
Street. New York 19, N. Y. and ask for 
very attractive 8 by 8 inch, 12-page 
booklet entitled “Success Story.” De- 
scribes how a group of experienced 
executives organized and maintains one 
of industry's most unique and vitally 
needed services. That is, how this or- 
ganization, originally sponsored by 
Sales Executives Club. is aiding the 
displaced business executive who has 
passed that “danger mark” of forty 
years of age. It's good work and the 
booklet itself is well done. 


JJd 


@ SLIDE-CHARTS are always _intri- 
guing. We didn’t know till now that one 
company specializes entirely in produc- 
ing them. A new booklet entitled “7 
Ways to Increase Sales and Cut Sales 
Costs” has just been mailed by Perry- 
graf Corporation, Maywood, Illinois to 
50,000 sales and advertising executives. 
Pictures of 91 different slide-charts that 
have helped cut selling costs are shown. 
Case stories from forty sales programs 
using slide-charts are told. You should 
have a copy in your idea file. Write 
Robert Silvert, Sales Manager. 


JJ] 


@ SILK SCREEN process is becoming 
more and more popular for certain pur- 
poses. If you want to see best-yet, 
soft cover book on subject, write for 
7/2 by 101/2 inch, 28-page text “Modern 
Silk Screen Printing” produced by Pied 
Piper Press, 225 Lafayette Street, New 
York 12, N. Y. It was written by Victor 
Strauss. Sells for $1.50. Seems to be 
worth it as a guide for buyers. 


JJ) 


@ ONE OF MOST HELPFUL letterhead 
portfolios is the Templa-Kit offered by 
Fox River Paper Company of Appleton, 
Wisconsin. A three-wing, double thick 
Bristol folder contains detailed, illus- 
trated instructions for designing letter- 


heads. Center pocket contains a trans- 
parent, plastic, die-cut pattern sheet 
8 THE REPORTER 
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for outlining blocks of type or tracing 
lettering. Includes sample layouts and 
(perfection down to last detail) a pad 
of sketching paper in 8!/, by 11 inch 
size. A really super-duper job. It 
should be in every direct mailer’s idea 
file. 


ddd 


@ THE PUBLICITY CONSCIOUS gang 
down at Gray & Rogers in Philadelphia 
are always doing the unexpected. 
Some of the best press releases come 
from there. Gag this month is illus- 
trated here. 


7" 





The explanation: “When Mrs. Patricia 
Nelson, secretary to the art department 
(here assembled at Gray & Rogers, 
Philadelphia advertising agency.) left 
to make a career of marriage, her erst- 
while bosses gave her something to 
remember them by—this picture of 
them and cutout of life-size blown-up 
bathing-beach picture of her. Making 
eyes from left to right are Terrance G. 
Casey, Charles Rae Evo, William H. 
Jepson, J. Philip Blank, Vincent Benedict, 
W. Frederic Clark, Guy Fry, Claude 
W. Ely, Jr., and Russell R. Gazzara.” 


ddd 


@ “PIPE DREAMS”... lively and al- 
ways interesting external house maga- 
zine of Universal Concrete Pipe Com- 
pany, Columbus, Ohio, became a bi- 
monthly with its April issue. For the 
last ten years it has been published as 
a quarterly. Editing the magazine is 
a hobby of H. X. Eschenbrenner, Uni- 
versal president. In a recent survey, 
one thousand readers were asked if 
they wished to remain on the “Pipe 
Dreams” mailing list. Replies were re- 
ceived from 922, with only two asking 
to be dropped. 


JJ) 


@ LIVE TURTLES ...as a mailing gad- 
get have been used successfully. Irv- 
ing Levy, 107 West 43rd Street, New 
York 18, N. Y. told about it in his very 
good “Advertising Ideas News Letter.” 
A magazine mailed live turtles (with 
promotional insert) to advertising pros- 
pects to dramatize folks “who were slow 
in recognizing the market we have.” 
A New England manufacturer tested 
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the idea by mailing 1,000 turtles to his 
jobber list It proved so successful, 
they mailed 2,0C0 more turtles! Another 
company mailed just 10 turtles to their 
most delinquent accounts, with this 
message: “This feller has a reputation 
for being slow. Don't you build the 
same kind of rep.” Seven out of 10 paid 
and paid with a smile. The turtles 
cost about 30¢ each. 


JJ) 


@ A THREE-TONED printing job caught 
our eye in this month’s mail. The Nor- 
ton Company, Worcester 6, Mass- 
achusetts, released a three-wing, 81/2 
by 11 inch circular describing one of 
their grinding wheels. Job was litho- 
graphed with split ink fountains. 
Opened up... first wing has a red 
tinted background which bleeds gradu- 
ally into yellow for the center and green 
for the final. Very effective. You might 
get a sample by writing advertising 
department. 


| 
eee 


@ ASBESTOS is used appropriately as 
the printing surface for a little folder 
given to salesmen who visit the office 
of Johns-Manville Corporation, New 
York, N. Y. Titled: “We're Glad you 
Called.” Subheaded: “We want to 
hear what you have to tell us and we'll 
not keep you waiting a moment longer 
than necessary.” Gives short history 
of company, products manufactured and 
an indexed list of supplies purchased 
from others. Very effective. 


JJ) 


@ WHITT SCHULTZ of Northmore’s 
Home Products, Highland Park, Illinois 
hands along a good idea. Says while 
business was a little slack, he started 
going through past correspondence 
alphabetically from A to Z. Separates 
letters from folks who had written and 
not ordered. He has been reviving 
the correspondence and has gotten 
business. Also gives him plenty of 
ideas for copy and future promotions. 
Moral is . . . too many of us are too 
busy to pay attention to past corres- 
pondence. We let potential ideas 
and customers quietly die in the musty 
files. 

$7) 
@ A UNIQUE HOUSE MAGAZINE was 
handed to us by Hank Helm of Fuller 
& Smith & Ross. The name is “Bauxco 
Nieuws.” Editor is John F. Morren, for 
the Alcoa Mining Company. Printed 
in Paramaribo, Suriname (Netherlands 
Guiana). Copy is in “Dutch”... but 
an inside spread of two pages is de- 
voted to a Readers’ Digest type sum- 
marization of entire contents for Eng- 


(Continued on page 42) 





Writes 
With Changeable 
Print-Style Types 


SAVE ON TYPE-SETTING COSTS 
Instantly changeable type faces, 
in all popular print-styles and 
sizes, will give your duplicating 
a professional appearance, At- 
tractive, legible reproductions, 
with both margins even, will make 
your present duplicator a print- 
ing-press in its own right. 


WILL COMPOSE TYPE 
ON ANY STENCIL, PLATE, 
OR HECTO-MASTER 





50% of your costs 
SAVE «+. and more. In ad- 
dition to improved 


appearance you save a goodly 
sum of money on your duplication. 
Here is the simple arithmetic 
ies nn40'6606000484080086 
Vari-Typer print-type faces permit 
twice as much more copy on a single 
stencil than typewriting... and with 
increased legibility, too. This means 
ou save half your stencil costs... 
half your ink and paper costs... half 
your running and collating time and 
half your postage costs. The savings 
alone pay for a Vari-Typer in a short 
time... and... think of the improved 
quality of your work. 


THE ABOVE TEXT WAS VARI-TYPED ON DSJ MODEL 


e 
RALPH C. COXHEAD CORP. 
720 Frelinghuysen Avenue 
Newack 5, N. J. 
Please send me Vari-Typer Booklet # 57 








florida is booming ... and 


wide awake to direct mai 


report by henry hoke 


is booming. A healthy, 
Makes you tingle 


Florida 
solid sort of a boom. 
to watch it. 

I was scheduled to appear at the Uni- 
versity of Florida on March 28. 

For several days before that . . . we 
were royally entertained by President 
Jack Jones and the members of the 
Jacksonville Ad Club. Had a chance 
to visit some of the lettershops and 
printing plants and find out how 
Direct Mail, too, is growing in Florida. 

Incidentally . there’s a mail order 
potential out at Mayport. Stopped 
there at Strickland’s for dinner. A 
novelty .. . the entire menu is printed 
on the table place mat. Such relishes! 
Bought an extra jar of the finest “home 
made” spiced pickles I ever tasted. 
Have been enjoying them ever since 
the trip and have ordered more. 
Strickland’s should start selling pickles 
and other relishes and sauces by mail. 
Or maybe “Pete” Rook, who runs her 
Rook’s Nook, the out-of-the-ordinary 
novelty shop at nearby Jacksonville 
Beach should tackle the job. At any 
rate ... try to get a jar of those pickles 

. that is, if you like pickles. 

The marketing students at University 
of Florida (Gainesville) are doing a 
fine job with their “Advertising in 
Action” program. 
year. It is sponsored by the Douglas 
Leigh Chapter of Alpha Delta Sigma 
(advertising fraternity into which I 
was initiated) and the Jacksonville Ad 
Club. Over a two-month = spring 
period, speakers are brought from far 
and wide to give practical workshop 


This was its second 


sessions on all phases of advertising. 
Attendance .. . about fifty-fifty students 
and businessmen and women. 

Florida has suffered in the past from 
the reputation of being “backward” 


in education. But from everything I 


saw and heard at Gainesville, that is 
an old wive’s tale. The University is 
growing. It is alert. You can feel it 
bursting at the seams with well-directed 
enthusiasm. 

Peter Schaal drove us from Gaines 
ville to S.lver Springs, where he is 
publicity and advertising director for 
Ray and Davidson, who _ operate 
Florida’s most beautiful and unusual 
attraction. Pete has a _ peculiar job. 
Fundamentally, he has nothing to sell 
except boat rides. No rooms, cabins, 
etc. Just rides in glass-bottom boats 
on the crystal clear river. Pretty difficult 
to figure how Direct Mail could be put 
to work. But Pete uses tremendous 
amounts. Orders circulars, booklets 
and road maps by the millions. Some 
are “direct advertising” . . . distributed 
by means other than the mail. But 
he mails approximately 25 thousand 
pieces per month to special groups. . . 
such as convention and tourist lists ... 
where one piece may influence many 
people. It’s the only case I’ve seen 
where Direct Mail works exclusively 
with outdoor or display advertising. 
Two out of every three of Silver Springs’ 
advertising dollars goes to billboards 
or to the clever mileage meter displays 
furnished to gas stations and_ hotels 
(telling how far it is from that spot to 
300 other places). 

In 1924, Silver Springs spent $1200 

In 1949, the budget 
Through billboards and 
Direct Mail the annual revenue 
has reached one million do!lars. And, 
brother, that represents a lot of boat 
But a trip to Silver Springs is 


for advertising. 
was $379,000. 


rides. 
worth every cent and minute of it. 
And this operation is helping to make 
Florida grow. 

St. Petersburg and the surrounding 


area is booming, too. Buildings go- 


ing up everywhere. I talked before the 
Hotel Association (on letters, as usual) 
and it was certainly an optimistic group. 
Using more and more Direct Mail. 
Incidentally Casa del Sol, out on 
St. Petersburg Beach, is getting to be 
a hangout for graphic arts people. J. 
B. Howard, of Curtis 1000, Inc., wasn’t 
there this time . . . but I bumped into 
Harvey Redson, of Redson and Rice 
(envelopes), Chicago. Sitting out in 
the sun ... he and I had a chance to 
gossip about everything and everybody 
in the graphic arts business. Postman’s 
holiday! Ralph and Alice Thompson 
(Perrin and Thompson) are still run- 
ning their unusual operation in Winter 
Haven. One of the best orange groves 
in Florida (around 100 acres). Have 
their own packing plant . . . and con- 
tinue to sell by mail all over the 
country. The lettershop (out under 
the big trees) started some twenty years 
ago to get out their own mailings, has 
grown like Topsy. Now there is off- 
set, letterpress and linotype equipment 

and work being done for many 
companies in the surrounding area. 
Nothing spectacular . . . but just good 
Direct Mail. 

Ralph owns stock in a cooperative 
citrus concentrate plant. So eleven 
o’clock one night found us crawling up 
ladders, over balconies and tanks to 
watch the fabulous process which is re- 
volutionizing Florida. Later on, I told 
Dawson Newton, of the Florida Citrus 
Commission they should induce, 
and make it easy for, every Northern 
Visitor to inspect a concentrating plant. 
Every one would go out as a sales- 
stimulating missionary. The plants are 
spotless. The processing is miracu- 
lously mechanical throughout. The 
only part a little difficult to take 


(Continued on page 12) 
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BEAT THE SUMMER SLUMP ! 
GET OFF TO A FAST FALL START! 


Test new lists and known lists against seasonal patterns . . . Acquire information now for mailing later . . . Here 
are qualified names in several fields which you can test during May, June and July with every cooperation from 
the list owners. Detailed information and additional recommendations submitted on request. Clip. and mail 


coupon below. 


#690 GRAPHIC ENTERPRISES. 500,009 brond-new 1950 
names of women who ordered dress patterns, fashion books, crochet 
and needlework instructions by mail. This is a top-notch needlecraft 
list—nationa! in scope—current— ‘san—on gummed perforated labels 
(@ $12.50 per M. Lower prices ior previous years. Individually type- 
written, if desired, at special rates. 


[] #285 AMERICAN THREAD COMPANY. Another great 
neediecraft list. One mass mailer has been using every available new 
name on this list as received for the last three years. There are 
approximately 85,000 brand-new 1950 names available right now — 
more coming in every day — on stencils @ $15 per M. Previous years 
at lower rates. These are women interested in needlework who re- 
sponded to advertising in national publications and ordered needle- 
craft instruction brochures. 


[] #126 SATURDAY REVIEW OF LITERATURE. The 50,000 
expiration names of this distinguished magazine about books, music 
and the arts are available on a rental basis (@ $15 per M. 


CC) # QUALIFIED BUSINESS LEADERS. A national. list of 
270,000 businessmen. This list was compiled on a formula evolved by 
three important mass mailers. If your appeal is to businessmen in- 
terested in business association, social and civic work, this list is worth 
testing. Addressed on your envelopes (@ $15 per M. 


[|] # CREDIT-CHECKED NAMES. 200,000 business firms all 
over the country — available on a geographical and credit rating basis. 
The list owner can guide you on which credit categories pull best, 
(@ $15 per M. 


DDO LDO DOLD LD LDP LP OLD OLD OLD LDAP LP OLD OAD AD! ADO 


“Thirty-eight of our clients are in the mail o:der business. When- 
ever any one of them requires list services and wants to make sure he 
secures skill, honesty, and good conscientious work, we always say: 
‘Get in touch with Lew Kleid.’ “ 

VICTOR O. SCHWAB 
SCHWAB AND BEATTY, INC. 


DOLD LD LDAP OLD OLD OLD LPO LP LP OLD LP LMP LP LP OLD OLD OL 
OF BUSINESSMEN IN SMALL TOWNS. This list of 


175,000 was originally designed to the specifications of one mass 
mailer. The firms are all located in towns of 25,000 or under. They 
are businessmen who are interested in news of commerce and industry 
and who by the very nature of their location can best be sold by mail 
order methods. All service firm names have been eliminated, @ $15 
per M. 


| #983 HOME DECORATION LIST. 200,000 names individually 
typewritten (@ $15 per M. These people answered full-page advertise- 
ments of an important furniture manufacturer and requested a brochure 
on furniture and decorating. The list pulled well for books, magazines 
and gifts. 


‘When Lewis Kleid does anything, he does it wel'. His company, 
Mailings Incorporated, has mailed mi'lions of keyed, complicated mail- 
ing pieces for us every year for many, many years, and he has never 
let us down. He applies his knowledge of mail order method to our 
problems and constantly comes up with ideas to save money, to speed 
up production, and to improve our direct mail results. 

“As a list broker, Lewis Kleid has exhibited unusual initiative in 
tracking down special or unusual lists for our purposes. His organiza- 
tion works fast and smoothly in placing and following up list rental 
orders.” 

EDITH WALKER 
BOOK-OF-THE-MONTH CLUB 


POOL LE LLL DDL POI ILL PLL 


() #1009 HOME LINEN MAIL ORDER BUYERS. 100,000 @ 
$14 per M. These people bought table linens, house linens, and towels 
via mail from advertising which appeared in the best magazines. 


() #1010 LUXURY FOOD BUYERS. 38,000 buyers of cheese by 
mail from advertising appearing in women’s magazines, Fortune, 
Esquire, and The New Yorker, (@ $15 per M. 


[) #1019 PLASTIC KITCHEN SET. 70,000 mail order buyers 
of a $1 plastic apron and bowl cover set, who responded to radio 
cnd television offers and remitted cash with order, @ $13.50 per M. 


“In establishing a unique, new mail order business which within 
a yeor has reached an annual volume of over $1,000,000, we have 
leaned heavily upon the experience and know-how of Lewis Kleid and 
his excellent organization. We have had many complex problems in- 
volving lists, mailing techniques, lettershop work and other aspects 
of direct mail. The enthusiastic cooperation and expert assistance 
rendered by Mr. Kleid and Mailings Incorporated are vital factors in 
our success.” 


ROY BENJAMIN 
THE TIRE MART 


DODD DD LDP LID LIPOLI LPP LP LPL POPOL LPO 
[] #1050 CHILDREN TELEVISION PREMIUM NAMES. 


175,000 current response to a television program in six major cities 
offering premiums for wrappers and remittance. Typed on envelopes 
or on gummed labels @ $12.50 per M. 

[) #1051 GREETING CARD MAIL ORDER CUSTOMERS. 


200,000 @ $15 per M. These are people who bought 1949 Christmas 
and 1950 Easter cards. Unit of sale ran from $1 to $10. 


"] #450 BOOK PREMIUM NAMES. 300,000 @ $12.50 per M 
on labels. Acquired from a breakfast-food promotion offering two 
pocket-sized books for boxtops and 25¢. An effective list for magazine 
and book promotion. 


(] #951 CHILDREN’S PLAY EQUIPMENT. 72,000 buyers and 
inquiries by mail of an education play device that sells for an average 
of $25. The rental rate is $15 per M. 


MAILINGS Incorporated 


LEWIS KLEID, President 
Member: National Council of Mailing List Brokers, DMAA, ATCMU, 
MASA, Hundred Million Club 
Reference: Bankers Trust Company, New York, N. Y. 


' MAILINGS Incorporated 
! 25 West 45th Street, New York 19, N. Y. 
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l ] Please send me complete data on the following lists: 
[] Send requisition sheet for us to outline our specific 2 
L) list requirements. 1 
| [] We’re interested in revenue from the rental of our A 
1 list. Send brochure and data sheet. 
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does it again 


THE NEW REMINGTON 


CARBON RIBBON TYPEWRITER 
ia 


cuts offset copy preparation time 
... insures real “repro” quality 


Here’s the ideal typewriter for preparing copy for offset repro- 
duction, multilith process, duplicating spirit process, and dis- 
tinctive-appearing correspondence. 

It’s tops for speed—completely electrified action assures 
utmost accuracy with maximum output. It’s ideal for either 
photographic or direct image masters—gives you cameo clear, 
uniform impressions. 

This specialized machine can be used effectively for: Leaflets 
and Folders + Broadsides + Catalogues and Inserts * Specifica- 
tion Sheets + Bulletins + Sales Manuals * House Organs * 
Price Lists + Programs * Manuscripts 











Remington Rand, Room 1275A, 
315 Fourth Avenue, New York 10 


Carbon Ribbon Electri-conomy Typewriter. 
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Send me FREE literature on the Remington 
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the 29° below zero tunnel where the 
final freezing takes place. 

The citrus concentrate business is 
changing the economic and financial 
structure of Florida. In 1945-46 sea- 
son, about 225 thousand gallons were 
canned. By 1947-48, production had 
jumped to close to two r.illion gallons. 
The 1948-49 figure was just under ten 
million gallons. With no end in sight. 
In addition to all that, by-products from 
the process are stimulating the cattle 
business (along with the imported 
Brahmans). Feeds and syrups made 
from the citrus rinds are causing an 
other boom. Good, solid, substantial 
money is pouring into Florida. The 
effects are apparent everywhere. 

Because Miles Kimball, before his 
death, had suggested a story about 
Florida Fashions . . . | made a hop up 
to Sanford. On the outskirts, Frank 
Shames and a few associates bought 
some army barracks and airplane han- 
gars and started a mail order dress 
business late in the fall of 1946. It’s 
a surprising story . . . even though I 
cannot give many facts which would 
be helpful to other users of the mail. 
It’s just a good story. 

The Sanford, Florida, post office is 
the fastest-growing post office in the 
United States. In calendar year of 
1946, the total postal receipts of this 
town of about 12 thousand people 
amounted to $87,121. The following 
years tell part of the story of the growth 
of Florida Fashions, Inc. (the only 
new business). 1947—$174,670; 1948 
—$373,688; 1949—$579,685. Natu- 
rally, the postmaster is pleased. He 
now has a first-class office. He would 
have a much larger one if all mailings 
could be handled from Sanford. But 
equipment is not available as yet. 

The story is simple: Shames was a 
buyer and retailer of women’s clothes 

. with long experience. He thought 
there was a market (by mail) for 
Florida Fashions in lower-price field. 
His hunch was right. 

They advertise primarily in maga- 
zines and newspapers to get original 
orders and names for their mailing 
lists. Thereafter their mailings con- 
sist of not-too-fancy, forty-page cata- 
logs with sometimes transmittal letters 
(which could be improved a lot). 


I couldn’t get exact figures . . . but 
catalog makes statement they are “sell- 
ing to 1’2 million women.” I was 


in the stencil (Elliott) and addressing 
department and on a rough guess I'd 
say there are close to three million 
names on stencils. (Incidentally, these 
are being rented through members of 
List Brokers Association.) 

“Florida Fashions” makes two or 
three complete mailings a year to their 
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entire list. With separate mailings to 
new or rented lists. The latest catalog 
goes in packages with all original orders 
from space ads. 

At present, most of the mailing work 
is handled in northern area from 
stickers run in Sanford plant. The San- 
ford post office receipts are mostly from 
parcel post and small miscellaneous 
mailings. 

The actual figures are withheld, but 
it’s been published around Florida that 
Florida Fashions had an advertising 
budget last year of $1,200,000. 


I couldn’t get this confirmed by off- 
cers of the company or by Jack Dano- 
witz Advertising Agency (New York), 
who handles that account. If figures 
are reasonably correct . . . they make 
Florida Fashions next only to the Flori- 
da Citrus Commission in advertising 
expenditures. 

Most interesting thing I saw during 
visit. . . the auditing department. 
Equipped with McBee system for tab- 
ulating test results (McBee Company, 
Athens, Ohio). Every order, after pro- 
cessing, goes to McBee department. 
Cards are punched on electric machines 
to indicate where order originated 
(from what test, etc.), sizes, styles, 
colors, geography of purchase, etc. 
Girls separate cards with steel picks. 
After each lot is audited, cards are 
discarded. But owners have complete 
picture on every test. What is working. 
What is not. 

Sorry I can't give you more 
but one of these days Frank Shames or 
his agency will break down and really 
take us behind the scenes. For this 
report . . . it’s just another demonstra- 
tion of how Florida is growing and 
how advertising and inventive ingenu- 
ity are changing the character of a 
territory known formerly as only a 
playground. 

There are other Florida success 
stories. Maybe we can get around to 
them some day. Harry Leu, for ex- 
ample, over in Orlando, runs a hard- 
ware store . . . including machinery 
and mill supplies. Through Direct 
Mail and smart promotion, he now has 
thirteen salesmen covering the State of 
Florida. Have their own Addresso- 


sraph and mailing equipment . . . and 
keep pounding at it constantly. You 
don’t have to be in a big city. . . to do 
a BIG job with Direct Mail. 

If you want to get inspired . . . next 


time you visit Florida, go to some of 
the places I’ve suggested here. A jun- 
ket to Florida will give you more than 
sunshine and vitamins. 

I'll stop now ... and open a can of 
orange concentrate. 
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REMINGTON RAND’S PLASTIPLATE : 
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saves time, reduces office supplies costs a 
insures sparkling clear reproductions 


j 
PLASTIPLATE combines the best qualities of metal plates with the 
economy of plastics to produce an unequalled plastic plate for office j 
offset duplication. Plastiplate’s “no grain” surface resembles litho- _ 
graphic stone... reproduces with utmost fidelity all the dots in half- | 
tone and gives sharpest possible line reproductions. 

EASY-TO-USE PLASTIPLATES are made in a variety of sizes ‘i 
with looped, punched or plain ends to fit all standard office offset 
duplicators. No special training is required to use Plastiplates. Errors 
on Plastiplates can be corrected with ease... Plastiplate can be filed 
for rerun with very simple treatment. 

Plemington. Ftand 


BUSINESS MACHINES AND SUPPLIES DIVISION 


ici i al 


PLASTIPLATE 





Remington Rand, Room 1475-A 

315 Fourth Avenue, New York 10 
Have your duplicating specialist bring free Plastiplates for offset work in my office. 
Also send samples of bulletins and forms reproduced from Plastiplates. 
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Treasury Launches Biggest 
Direct Mail Campaign 


On May 15th, the Treasury Depart- 
ment of the USA starts its biggest peace 
time drive to sell Savings Bonds 
dramatized by exact replicas of the 
Liberty Bell (contributed by the Amer- 
ican Copper Industry). 

All elements of publicity have been 
enlisted . . . to put the drive across and 
to show the world that America is 
strong. Twenty-six industry and media 
groups were enlisted to help the Gov- 
ernment put across its message. 

I'm very proud of the job accom- 
plished by the Direct Mail Group. This 
is a National Campaign. It required 
the combined efforts of mass coverage 
media. Where could Direct Mail fit 
in the picture? 

As reported last month, a Direct 
Mail Committee was appointed with 
Earle Buckley as Chairman. We met 
in Washington on March 16th. The 
job was to find out how and show how 
Direct Mail could fit into the picture. 
After deciding on the jobs to be done, 
each man on Committee was assigned 
a writing task. Two weeks later the 
job was done. The Treasury Depart- 
ment took all the letters and bound 
them in a portfolio entitled “Sample 
Letters to Help You Sell More US 
Savings Bonds.” These portfolios were 
designed for State, Regional and Local 
Directors of the drive. 

The portfolio contained tentative or 
suggested copy for 25 different types 
of letters to different groups or indivi- 
uals. The writers of the letters are not 
identified but the letters are the work 
of nine men in the Direct Mail indus- 
try (working separately) who donated 
their time (whether Republican or 
Democrat) to their country. 


Even though this reporter was a 
member of the Committee he feels 
free to praise the portfolio because his 
individual contribution was very small. 
More talk than work! I wish every 
reader of this magazine could see this 
portfolio. I wish every advertising 
agency could see it. Just to show how 
Direct Mail can be put to work in sup- 


port of or coordinated with a national 
drive. 

The portfolio is really a text book on 
the use of Direct Mail in supporting a 
national mass coverage of any kind. 
It also furnishes a serious study of dif- 
ferent writing techniques. Nine men 
writing 25 letters on the same subject 
but to different “prospects”. 

Harold B. Master, Director, Com- 
munity Activities Division, Treasury 
Department, Washington, D. C. has 
told this reporter that he has a very 
limited supply of the portfolios but will 
be willing to send them to “first come, 
first served”. If you want one, write 
or wire him. You'll never regret having 
a copy of a most unusual letter book. 

For those who cannot get a copy... 
I'll reprint the foreword signed by the 
Committee but written by its Chair- 
man, Earle Buckley of Philadelphia. 
Remember, these words were written 
to State, Regional and Local Directors 
of the Savings Bond Division of the 
Treasury. 

\ word of introduction from your Committee 
on DIRECT MAIL SELLING 

Here, thoughtfully conceived and hopefully 
dedicated, is a group of sales letters designed 

1 your use. 

Look on them, please, as suggestions only 
—use them according to your own discretion 
wherever they seem to fit a need. Feel free 
to change the lead paragraph or the “action’ 
close, or any other part if necessary to better 
solve your particular problem. 

There's only one thing we should like to 
emphasize—the more you use letters like these 
the easier your job will be. They won't of 
course take the place of individual sales effort, 
and they're not offered as substitutes for leg 
work of perspiration, but they can be a big 
factor in getting maximum cooperation from 
your volunteer workers and maximum pur 
chases from the general public. 

In using them, you might want to keep 
these generally accepted principles of mail 
selling in mind 

The best days for receiving mail of this 
kind are Tuesday, Wednesday or Thursday. 

Avoid mailing on Friday or Saturday. 

Usually, the more personal a letter looks, 
the more effective it will be. Most of your 
mailings are to large lists and personalizing 
isn’t practical but where it is practical—as 
for instance when you have a very small 
list—then have your letters personally type- 
written, electrically typewritten, or multi- 
graphed and carefully filled in. Avoid, if 


possible, a bad match between the name and 

address or “fill in,” and the body of the 

letter. Under such circumstances, it would 
be better not to fill in at all. Use a head- 
ing instead—such as you'll find on some 

# the letters in this Portfolio. 

NOTE: If letters now have a headline and 

you want to use a personal salutation, simply 

use the headline as the first sentence. 

For letters that are not to be individually 
filled in, the best processes to use are— 
offset lithography (including _ photolith, 
multilith, planography, etc.) multigraphing, 
printing from typewriter type, and mimeo- 
graphing—in about that order. 

Hand signing is recommended if practical. 
If not, a good facsimile signature. Wher- 
ever possible, make it easy for the recipient 
of your letters to “act.” Use application 
forms freely. 

In a recent talk, a well-known authority on 
mail selling said that in his opinion the most 
important single factor in any campaign is 
the plan behind it. That's undoubtedly true. 

For best results, therefore, use these letters 
not haphazardly, but according to a precon- 
ceived plan. 

If questions arise that you feel we might 
answer, please don’t hesitate to ask them. 
In any event, be sure that your comments and 
suggestions about what we have done or 
might do in the future, will be most welcome. 

THE COMMITTEE 

Earle A. Buckley, Chairman 
Boyce Morgan, Vice Chairman 
Lawrence G. Chait 

James A. Clarke 

Walter F. Grueninger 

Henry Hoke 

Charles B. Konselman 

Leonard J. Raymond 

John D. Yeck 

And just so you'll know how com- 
plete the job was .. . I'll add the index 
of letters. 

CONTENTS 
No. 1 Letter to General Public from Member 
of Local Committee 


No. 2 Letter to General Public from Member 
of Local Committee. Start of drive. 

No. 3 Letter to General Public from State 
Chairman or Director. Start of 
drive. 

No. 4 Letter to General Public from State 
Chairman or Director. Start of drive. 

No. 5 Letter to General Public from Local 
Committee. Prior to Bell visit. 

No. 6 Letter to Mayors from State Chair- 
man or Director 

No. 7 Letter to Mayors from National Di- 
rector 

No. 8 Letter to School Principal or Super- 


intendent from Local Committee 
No. 9% Letter for Grade Students to Take 
Home to Parents from School 
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Letter to Bankers from State Chair- 
man. 

No. 11 Letter to Postmasters from _ State 
Chairman or State Director 


, A 


No. 12 Letter to Postmasters from Member 
Local Committee 

No. 13 Letter to Businessmen from Local 
Chamber of Commerce 

No. 14 Letter to Businessmen from State 
Director or Member of State Com- 
mittee 

No. 15 Letter to Customers from Retail or 


Department Store 

No. 16 Letter to Professional People from 
State Director of State Committee 

No. 17 Letter to Professional People from 
Member of Local Committee 

No. 18 Letter to Churches from Member of 
State or Local Committee 

No. 19 Letter to Graduates from Member of 
Local Committee 

No. 20 Letter to Housewives from Member of 
State or Local Committee 

No. 21 Letter to Presidents of Service and 
Civic Clubs from Local Committee 

No. 22 Letter to Answer “Place Card” Re- 
quests for Payroll Savings Materials. 

No. 23 Letter to Leaders of Women’s Clubs, 
Fraternal Societies and Veterans Or- 
ganizations from Local Committee 

No. 24 Letter to Members from Officer or 
Bond Chairman of an Organization. 


Z 
Nm 
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Message to Program Committee Chair- 
men 

I won’t attempt to pick out the “best” 
letter, . . . but there are many good 
ones. Some are perfect. They could 
well be models for many other drives. 

The Treasury Department seems to 
be satisfied with the job. So are Re- 
gional Directors. ‘Tiis may be only 
the forerunner of other nation wide 
jobs in which Direct Mail will play a 
big part. 

In some ways, this project was similar 
to the wartime work of the Graphic 
Arts Victory Committee. But never 
has Direct Mail done such a thoroughly 
complete and big scale job for a Gov- 
ernment Agency. 

As you watch the Bond Selling Drive 
between May 15 and July 4... remem- 
ber that Direct Mail played a big role 
in pulling all units together. 


ONE “FU” FILE 
SOLUTION 


Referring to your article, “Handling 
a Complaint” on page 30 of your April 
issue, if you and Bill are serious in 
wanting to know what the “fu” file is, 
my guess is it means “follow up.” I’ve 
seen this used in various offices and 
the writer of that novel letter probably 
had in mind “following up” to see if he 
was successful in holding the customer. 


Clarke Stout, Sales Manager; Stone Straw 
Corporation; 900-922 Franklin St, N. E.: 
Washington 17, D. C. 
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Donut Wadte Money 
On Letter Mailings 
To Your Top Level Lists 


By using imitation letters when genuine 
individual typewritten letters produced on Hooven 
Automatic Typewriters will get the attention and 
action you desire. 


To get by all the barriers and get priority 
attention in the morning mail, use a genuine type- 
written letter--produced the Hooven way. 


To top level executives, to live prospects, 
to high income residential groups; in fact to any 
list where there is competition for attention, 
use the letter that commands attention and compels 
results--the individually typewritten Hoovenized 
letter. 

Added Features: Personalized body 

fill-in of names, city, money or what 

you need. Carbon copies for files, 

follow-up or for salesmen or dealer. 


Find out for yourself how you can step up the 
effectiveness of your letters by using response- 
compelling Hoovenized Letters. 


Phone me at LExington 2-6162 or write 
Horace H. Nahm 


HOOVEN LETTERS INC. 


352 FOURTH AVENUE, NEW YORK 10, N. Y. 


The first (established 1917) 
and the largest plant in the 
world for the production of 
individually typewritten let- 
ters on Hooven Automatic 


Typewriters. 





Girl Operating a Battery 
of Hooven Automatic Typewriters 
at Hooven Letters. Inc 


Also Complete Letter Service — Multigraphing, Nahmco 
Process Letters, Addressing, Mailing. Photo-Offset, Addresso- 
graphing, Mimeographing, etc. 





























etter or circular? 


which comes first? what are the respective 


jobs of enclosure and letter, and which 


one can you leave out when? 


A lot of people who use direct mail 
seem to be wondering about the re- 
lationship between letter and circular. 
Are they husband and wife, are they 
“kissing cousins” as folks say in North 
Carolina, are they a team of horses, or 
are they different brands of cat? 

Do circular and letter perform the 
same function, or do they have different 
jobs? Do you need both, or which one 
can you leave out—and when? I’ve 
had clients ask me, “Why bother with 
a letter?” Are they right, or is the letter 
the important element? How im- 
portant? 

If printing costs are killing you,* is 
it all right to forget about a circular, at 
least in some cases? 

I think I can make one’ comparison 
that comes very close to giving you the 
right picture. And if you keep it in 
mind in your planning, I believe it 
will help answer many questions that 
come to your mind ... and it will also 
assist you very materially in writing 
letters and circulars. 

The wise business man delegates 
specific jobs to individual departments 
or assistants. And by the same token 
he should assign a clearcut task to each 
element in a mailing; but how can he 
get his money’s worth if he is confused 
over the way letter and circular should 
hook together and what job each one 
is best cut out to do? 

To begin at the beginning (which is 
not always the way to begin): the 
same wise business man can’t personally 
call on all the customers and prospects. 
so he hires salesmen. The salesmen 
find it unfeasible to make all the selling 
and goodwill-building calls needed, so 
the company writes letters. 

That puts the letter in its natural, 
normal place—as a substitute for a per- 
sonal call. That may be overly simpli- 
hed, but I believe it is the only correct 
basic definition of a letter—a substitute 
for a personal call. If you can see the 
man personally. or even (in most cases) 


* P. S. They're killing me. 


if you can talk with him on the tele- 
phone, you don’t write. 

When quantity is involved, you call 
it “direct mail,” and you still think of 
the letter—I’m sure you agree—as the 
foundational communication. But you 
are inclined to send other pieces of 
printed matter along with the letter. 
Sometimes you shouldn’t, and some- 
times you can use the printed items 
without the letter. We'll look at that 
subject in a minute. 

But the letter—which is the basic 
medium—should always be thought of 
as a personal messenger, an ambassador 
of public relations, or a salesman. Re- 
gard the letter as a representative of the 
company, calling with some purpose 
in mind, and you can rarely go wrong 
in your thinking. You will always 
have in mind that the letter must do the 
same kind of jobs that the personal 
caller does. In most cases this is a task 
of selling or assisting the selling process. 

When your salesman calls, he sup- 
plies the “sell,” but he usually has with 
him some information about the pro- 
duct or some samples. Maybe he’s 
equipped with a visual brochure or sales 
kit of some kind; perhaps he has some 
actual samples with him. But what- 
ever he carries for the purpose of show- 
ing or demonstrating or supplying 
factual data can be compared to the 
printed circular or folder or booklet, 
can it not? Isn’t that good logic? When 
we look a little further, I believe you'll 
feel it is a well nigh perfect analogy. 
The letter is the salesman and the cir- 
cular is the sample case. 

With this comparison in mind—if it 
is correct—you have the answers to 
many questions. Since the circular is 
the sample case or display of factual 
data, its job is not so much to 
sell as to provide passively the infor- 
mation that the salesman needs in order 
to sell. It contains prices, specifications, 
pictures, background facts, case stories 
and comments of users—all of which 
are ammunition for the salesman but 
won't hit the target to make the sale 





by 


howard dana shaw 


by themselves. The circular is too 
complete, too general, too statistical to 
stand on its own hind legs and convert 
a prospect into a customer. 


But the letter, being the personal 
contact, has the personality. The cir- 
cular may convince the head, but it 
takes the letter to reach the heart where 
the sale is consummated. The circular 
is technical while the letter is emotional. 
The letter, like the salesman, estab- 
lishes that friendly bond, that inde- 
finable feeling about product and com- 
pany. It is the handshake, the tone of 
voice. 

In what the salesman says, the exact 
words are not as important as the im- 
plication—the way he says it. And 
it’s the same way with the letter. In 
a letter, you read between the lines; in 
a circular you don’t have to. A letter, 
even if not personally filled in, should 
have the ring of a personal and in- 
dividual message; a circular is directed 
to an audience of thousands. The letter 
is dynamic and aggressive; it contains 
the sell, the psychological twist, the 
insinuation that gets action. That’s 
what the letter is really for: to get 
action, to produce an effect. 

The salesman gets an audience, then 
he opens his sample case. The letter 
follows suit—it snares attention, sets 
the friendly feeling, then gets the reader 
into the circular. 

Such talk may not help you very con- 
cretely to write letters, but possibly it 
will help in drawing the distinction be- 
tween the jobs of letter and enclosure. 
A letter carries the electricity, the 
emotional magnetism, and that’s hard 
to define. You just have to fill your- 
self with the same kind of stuff and not 
constipate yourself with too many wor- 
ries about the rules. The function of 
the letter is to do something, to pro- 
duce an action or bring about some 
kind of effect. So the letter writer 
imitates the salesman—he saturates him- 
self with the picture of the result he 


(Continued on page 18) 
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With an IBM Electric Typewriter, your secretary will turn out the 
c — “ “wae ~ ies 77 c 
most beautiful and distinctive-looking work you’ve ever seen. Wher- 
ever your letters go, their fine appearance will reflect credit on you 
and on your company. 
Your secretary will type faster, yet actually use far less energy 
doing it. She’ll be able to devote more time to other important work. 
So many exclusive time-saving, money-saving features are yours 
with an IBM Electric Typewriter, you'll certainly want to investigate 
its advantages without delay. 


Electric Typewtitis 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


The Executive* Model IBM Electric 
Typewriter produces work with the 
appearance of a printed page. Even 
right-hand margins. Choice of 5 
type styles. Saves typesetting costs. 

*Trade-mark 


IBM, Dept. DR 
590 Madison Avenue, New York 22. N. Y. 


BS I'd like to see a demonstration of 
the IBM Electric Typewriter 


[] Please send brochure. 





Name (please print) 





Company 





Address 











seeks and sticks to the idea through- 
out every sentence he writes. 

What goes into successful letters, as 
any analysis will prove; can be amaz- 
ingly various as long as you focus on 
the job you want done. 

What goes into successful circulars 
can be anything that the letter (sales- 
man) needs to help make the sale, elicit 
the inquiry, produce the desired im- 
pression, etc. For instance, here is a 
handy check-list of elements you can 
scan when preparing sales promotion 
material to accompany letters: 


What the product will do—the benefits 
How it works—explanation 

Example or illustration of use of product 
Case records of users 


Testimonials of users 
Uses for the product, problems it solves, et 


Questions and answers 


Highlights about product (“Do you 
know aoe 
Interesting background of product or its 


development 

Material about the company 

Instructions on how to buy or order 

How to use (if directions are needed) 

Common mistakes of people who need 
w use the product 

Technical specifications 

Why the price is low 

The guarantee 
and many more according to product, 
market, ete 


Now to get around to the questions 
we started off with 
don’t need to get around to them. It 


perhaps we 


could be, if the above logic is anything 
like the real McCoy, that said questions 
have practically answered themselves. 
“Which is more important, the letter or 
the circular?” Which do you think 
—the salesman or his sample case? 
“Can I omit the letter?’’ Well—can you 
leave out the salesman? 

“How about forgetting the circular?” 
Of course—you can in some cases, same 


as the salesman can go without sample 
case if he’s a good salesman. “When, 
specifically, can I do without a cir- 
cular?” You can consider omitting the 
circular— 

When the product or service is known 

When the cost is low 

When it needs little explaining, or 
is easy to explain, or needs no illus- 
trating 

When a desire for the product already 
exists 

Of course if desire is high, familiarity 
is high, and supply is low, you don’t 
even need a letter (salesman). All 
you have to do is send a bald announce- 
ment of availability. 

As for the question, “When DO |] 
need a circular?” the answer is the 
obverse side of the above conditions. 
You should probably include a circular 
when the salesman needs a sample case 
—when the product is not known (per- 
haps because it’s new), when the cost 
is high, when it takes a lot of explain- 
ing, when it “has to be seen to be 
appreciated,” when desire has to be 
created or a real job of selling done. 
Also, when you can’t expect immediate 
action but want the prospect to file the 
information, a circular helps. 

And you need a circular when the 
letter is weak. The better the sales- 
man (letter), the more sales he can 
make without a sample case (circular). 
But that doesn’t mean he might not 
make still more sales if he were 
equipped with supplementary data and 
samples. 

The correct answer, it stands to rea- 
son, to most of these points is this: with 
respect to your particular products and 
markets, make your own tests. But 
tests are no good unless done with large 
figures and done scientifically so that 
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only a single factor is being measured 
at a time. And you obviously can’t 
test when there are no tangible results 
to measure (unless you can find an 
opinion or readership survey that’s any 
good). So it isn’t practical for most 
direct mail users to do much about it 
except to swipe as much as they can 
from reliable tests made by others and 
mix it with the common sense of ex- 
perience. Based as far as possible on 
our own Fort Knox hoard of direct 
mail data, here is our humble contri- 
bution to help you find the answer to 
the great letter-circular question. 


MORE ABOUT THE 
ORCHID MAILING 


Dear Henry: 

Guess, I can call you that, remembering 
the old John Howie Wright days. 

This is to thank you for the write-up of 
our orchid promotion in the February issuc 
of THe Rerorrer. 

Your tag line expressed the hope that the 
idea worked. It most certainly did. In my 
thirty-five years in advertising, I can’t recall 
anything that has caused more favorable 
comment. Fully 80 of the wires an 
letters of acknowledgement asked for the 
catalog. 

No doubt some of your readers will figure 
out an approach for this same idea to be used 
for their own vromotion. This is to advise 
that we will be glad to give them full 
information. 


Racpn L. Harpen 

Director of Sales 

The Mason Box Company 
Attleboro Falls, Massachusetts 


REPORTER’S NOTE: If anyone wants to mail 
orchids from Hawaii . get in touch with 
Ralph for details of handling. 
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460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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THIS IS ADMAA BESTOF INDUSTRY AWARD WINNER FOR 1949 


DIRECT MAIL HELPS PLACE NUTS 
AND BOLTS ON ASSEMBLY LINES 


by James M. Stewart, Contributing Editor 


Here’s another . . . number six .. . 
in The Reporter’s series of stories 
on the DMAA Best-of-Industry cam- 
paigns. 

This month we have a report on a 
“nuts and bolts” manufacturer, Shake- 
proof, Inc., 2501 North Keeler Avenue, 
Chicago. Advertising is managed by 
Raymon Wall. 

Checking back in the DMAA files 

. we find that Shakeproof bears a 
striking resemblance to the New York 
Yankees. Namely, that they both have 
a tendency toward becoming top men 
on their respective totem poles. Shake- 
proof has won DMAA awards in 1940 
and 1945, in addition to last year. And 
Shakeproof’s parent company, the 
Illinois Tool Works, copped a flag in 
1941, 

So let’s see how they do it. We'll 
give you the background, describe the 
mailing pieces and record the results. 
Then you can take it from there and 
apply it to your own direct mail pro- 
blems. 

Twenty-seven years ago, Shakeproof 
announced the first toothed-type lock 
washer which was designed to help 
avoid the ravages of vibration so pre- 
valent among mass-produced, assembled 
metal products. The Shakeproof wash- 
er was announced to the automotive, 
radio, household appliance and similar 
industries with smashing displays in the 
trade press. Consistent follow-up with 
direct mail assured early recognition of 
the product among the more than 5,000 
metal-working plants employing 100 
or more employees. 

The first Shakeproof mailing list 
was compiled with the aid of cooper- 
ative trade paper publishers who make 
the lists available to advertisers for 
direct mail use. 

Alphabetically, this mailing list be- 
gan with Adding Machines and ended 
with Zithers (which, incidentally. re- 
quired no fastenings of the Shakeproof 
type). Geographically, it extended 
from Maine to California. The heavi- 
est concentration, of course, was in the 
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Industrial centers of the Middle West 
and the East. 

As each new Shakeproof product has 
been added to the line over the years, 
direct mail has been used to boost pub- 
lication advertising and drive home the 
advantages of Shakeproof fastening de- 
vices. Consistent direct mail adver- 
tising has reached an ever-extending, 
ever-improved list of important buying 
functions in the plants of major users 
of fasteners. 

Explains admanager Ray Wall. . . 

“4 line of communication between 
Shakeproof and prospects was estab- 
lished which has resulted in a record 
of consistent seven to ten per cent, or 
better, response to every Shakeproof 
mailing. The cardinal principle of our 
direct mail advertising is: Advertise 
consistently, month in and month out; 
year in and year out, to your known 
market. Through publication advertis- 
ing and editorial releases, uncover new 
customers and new markets which 
should then be added to the mailing 
list!!”’ 

The prime advantage of Shakeproof 
fasteners over competitive devices is 
that, although they cost more, they 
result in over-all reductions consider- 
ably greater than the price differential. 

Since the products must be drawn 
into engineering specifications (a long 
term proposition) advertising must 
educate cost and methods engineers 
and purchasing agents as to the advan- 
tages to be gained by installing Shake- 
proof fasteners in the products on their 
assembly lines. Also, these men are 
often unavailable to salesmen. 

So Shakeproof’s direct mail for 1949 
was designed to: 


1) stress the economic importance of fas- 
tening devices. 


2) acquaint the industry with Shakeproof- 
engineered fastenings. 
3) educate manufacturers concerning the 


value of engineered fastenings. 
4) demonstrate widespread use and prestige. 
5) obtain requests for descriptive booklets. 
6) distribute catalogs. 
distribute samples for testing purposes. 


Most of Shakeproof’s direct mailings 
followed the pattern of a filled-in letter, 
a broadside or an ad reprint and a 
postage reply card. Of the nine major 
mailings .. . six were designed to pull 
inquiries . . . and they did to the tune 
of 8294. Lowest return was 7.3°, and 
highest was 33.3° 

Here’s a letter, accompanying a re- 
print of one of their ads in Business 
Week, that was sent to 5,000 top ex- 
ecutives in customer and _ prospect 
plants, deans of colleges of engineering 
and major merchandising executives 
... to confront them with the economic 
importance of fastenings. No replies 
were expected but nearly 50 personal 
letters were received from this selected 
group. 

Dear Mr. Tower: 

The “right” fastener for any given as- 
sembly function always means greater pro- 
duction efficiency . . . better product per- 
formance. 

An example of such a fastener is featured 
in the attached reprint of one of our Business 
Week back cover advertisements. Remember, 
though, it is only one of a wide variety of 
performance-engineered fasteners offered by 
Shakeproof to make the “right” fastener 
available for every application. 

Our engineers are always on call for dis- 
cussion of specific fastening problems. 

Very truly yours, 
Harold Byron Smith (signed) 
President 


Another set of mailings was made 
to 12,000 executives, engineers, pro- 
duction and purchasing men in custom- 
er and prospect companies . . . to tell 
them about the widespread use of 
Shakeproof products in items common 
to their everyday lives. One was en- 
ttled, “Right in your own car you can 
learn about Fastenings by Shakeproof.” 
It’s an 84%” x 11%”, red and black, 
smart looking 4-pager that shows how 
and where their nuts, bolts and washers 
are used in automobiles. Both the 
filled-in letter and the broadside .. . 
and, of course, the reply card offer a 
free sample kit of lock washers. 

Results were that 839, or 7.3% of 


(Continued on page 20) 
















































those receiving the mailing asked for Send for the convenient Sems kit of free mailing program. Engineering infor- 
the sample. samples for testing in your own - = mation was of exceptional importance 
, for yourself how you can save with sems - . bled he i . : a 
Another similar mailing went out, Yours very truly, tor it enabled the company to exercise 
showing how Shakeproof is used in SHAKEPROOF INC. an intelligent sales effort on these 
the manufacture of radios. Here’s the B. F. Bales (signed) specific companies and also revealed the 
letter: Sales Manager nature of potential applications among 
a a ee Che requests for the sample kit here other companies in similar or allied » 
i ir org mal = ~ . . 
lhe attached folder shows some interest numbered 918, or 7.6%. felds. 686 questionnaires were re- 
ing cost-reducing ideas used by the radio In a direct mail campaign not in- turned, completely filled out, a percent- 
a aw a Shake cluded in the DMAA contest, 3459 age of 19.8. 
roof Engineered Fastenings on other mass Salat Reale fend “ a hi ° ; ‘ - 
roduced products have been described in pageetnscanigiet te requested sample kits, The questionnaire was an attractive 
vious editions of this pamphlet a return of 29%. To this group was 4-page, 513” x 84”, two-color job. 
Notice particularly the eght points of mailed a questionnaire which was de- When Shakeproof produced its first 
superiority found in Sems-by-Shakeproof d * aimee sen ia oe ote : “ " 
scribed on the back page. Every one can 7 4p oS ay a gis complete post-war catalog, direct mail 
mean lower costs, improved quality, or BOTH the potential business and actual appil- advertising accounted for the majority by 
to the products you manufacture cations resulting from the previous of the Geculation fac this cone tn 
An extremely attractive, 3-color 82” _ 
x 11” broadside announced the new RE 
catalog and offered a copy to everyone ser 
| on the list of 14,185 names. 4,734 Joe 
postal cards with name, title, company _ 
4 ‘O! 
and address, were returned requesting on 
a personal copy of the new Shakeproof ne 
Catalog No. 49... or a 33° return. ee 
If 
Determining Future Magazine art 
Re 
Schedules 
an 
An interesting method of determin- Ca 
ing future magazine advertising sched- _ 
ules has been developed by Ray Wall. 
; > ts readership surveys by 
* Hundreds of line drawings and hand-lettered He conduct si idershij _— =¥s by . 
headings in the Christmas motif would cost mail to find out which publications are in 
many hundreds of dollars in art fees to du- read most by his prospects and custom- ye 
plicate! Clean, sharp, black-and-white proofs ers. “It’s proved most  satisfactorv.” ab 
ready for offset paste-up or conversion to says Wall pt 
line engravings. Nothing else like it an any ' as If 
price—that’s why it’s now in its second Where a new product or a new pro- f 
a : a 
pnnung P ; gram is to be presented to a selected 
Imagine having 500 pieces of top-notch Christ at ie Seay: tenateate n¢ 
mas art always at your fingertips ready to use! group—say the automotive gs ustry— le 
Only $5 for 500 line drawings—many in 2 | the “high frequency” type direct mail 
and 3 convenient sizes, including: program has been found to be very 
CANDLES TREES Santa CLAUSES effective. cl 
CHERUBS Scenes PoINSETTIAS aiin , P ye 
Wreatis Soepenns eacmiemtinn A concentrated mailing list is pro- th 
Sieieiie cia ane duced by specifying industry and/or be 
THE CLIP BOOK . function tabs from among the groups | te 
aN °o available on their Addressograph equip- G 
: C H R | STM A S A RT ment. Assuming such a list totals 3,500 a 
individuals in approximately 750 plants, | a" 
Contains 40 bound pages (8'2 x 11), printed by a series of five or six mailings is sent . 
p e « ome thie J } ock. Eac > P 7 one 
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Pitfalls in 


Advertising 


by Joe Russakoff, 


Vanguard 





REPORTER’S NOTE: Here is another in the 
series started by Joe R koff last D b 
Joe seems to have stirred up more discussion 
and correspondence than anything The Re- 
porter has tackled in the last few years. 
Many large companies have asked permission 
to reprint articles to send to the dealers or 
retail outlets. Permission always granted. 
If any of you want to reprint this ‘Pitfalls’ 
article . . . go right ahead. Just give The 
Reporter credit. And we repeat... we are 
anxious to get reactions on this subject. 
Write to us. 





Case histories, too. 





One of the easiest things you can do 
in advertising is to make mistakes. If 
you are a large business, you can prob- 
ably afford to make some, and you will 
probably learn something in the process. 
If you are a small business, you cannot 
afford to make them, and you will 
not be able to apply your bitterly 
learned lessons. 

Obviously, nobody, but nobody (ex- 
cuse me Miss Fitzgibbon for lifting 
your most apt expression) knows all 
the answers about advertising, and no- 
body ever will. The man who can 
tell you in advance what any adver- 
tisement or mailing will do, without 
many careful tests, simply doesn’t know 
what he’s saying. Anyone who acts 
upon such assurances is taking major 
risks. 

It would take several articles to cover 
the major pitfalls that may beset you. 
Let’s hope you avoid them all. Adver- 
tising failures and advertising waste 
help. nobody. In fact, their effects are 
felt by everyone, even by you and me. 
Failures and waste mean loss of capital, 
resources, human energy—in other 
words, people getting hurt. No one 
can benefit, except temporarily, at the 
expense of somebody else. Ultimately, 
what you get, or your business gets, 
must come from some positive service 
or contribution given to customers. 

One of the most common and most 
serious errors made by advertisers is 
attempting to do too much. For a 
small business this error can be fatal. 
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Advertising, 


New York. 


You have probably heard this spoken 
of as “spreading too thin” 

In direct mail, one aspect of this 
error is seen where a business is using 
too large a list. Or is trying to cover 
too much territory. Or is offering 
too many items. 

A big list is fine, if you can afford 
to work on it long enough to make 
it pay off. But before using a large 
number of names, you should ask your- 
self if all of the names are good, from 
standpoint of interest in your product 
or location in your primary territory, or 
financial capacity to buy what you have 
to sell. 

Very often simple arithmetic applied 
to a problem answers the basic ques- 
tion; will this mailing pay? Suppose 
the total cost of a piece put into the 
mails is 3¢, and the net profit per unit 
of the item offered for sale is 30¢. 
Then each 10 pieces mailed would have 
to yield one sale for the mailing cost 
to be met, without loss. For most 
items, a 10°94 return in orders is fan- 
tastically high. However, if the profit 
per item is $3.00, a return of 1% 
would be par to break even. And 
this might be a reasonable expectation. 
Using the right list is of major im- 
portance too, in direct mail. Like 
selecting the right medium for a pub- 
lication advertisement. The list should 
include the prospects or market that 
you want to reach. That’s not easy 

decide or locate or select. If you 
are selling chiefly to doctors, lawyers, 
bankers, teachers, plumbers, or syndi- 
cate stores, it’s simple. You can obtain 
the names at relatively low cost, and 
address your offers to them directly. 

But if you are selling books, shoes, 
neckware, specialty foods, toys, lamps, 
to the general public by mail,—then 
you have a real problem. Or if you 
are a retail store offering electrical 
appliances, you may be able to obtain 
names of home owners in your market 
area, selected by incomes. Or if you 
are a manufacturer of paints, you can 


(Continued on page 24) 
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BACKWARD OR FORWARD, 
“SERUTAN” SPELLS IT 
CIRCULATION ASSOCIATES 


No matter how you look at it... head-on 
or through a mirror. . you'll find the 
“Serutan” people spelling out the an- 
swers to all their mailing, sampling and 
other direct-advertising problems the 
same way...C-I-R-C-U-L-A-T-I-O-N 
A-S-S-0-C-I-A-T-E-S! 


Says Harold E. Mertz, Promotion Di- 
rector of the company... makers of 
“Serutan” “Nutrex,” “Sedagel” and 
yy 


“Circulation Associates is our 
entire Direct-Mail department, 
performing all the functions of 
list-maintenance, stencil-cutting, 
printing, mailing and other 
Direct-Mail operations. 


“Since your organization is 
geared to this sort of work... and 
ours is not ... we find it substan- 
tially cheaper. as well as infinitely 
more satisfactory, to have you 
take this burden completely off 
our hands. 


“To anyone who thinks we’re 
tempting fate by putting all of 
our Direct-Mail eggs into your 
basket, we can only say that so 
far they’ve all hatched out per- 
fectly.” 


The “Serutan” company is just one of 
the scores of customers who feel pre- 
cisely the same way about Circulation 
Associates... who use it as an efficient 
and inexpensive adjunct to their own 
organizations in the preparation and 
distribution of their Direct-Mail...in 
the maintenance and building of their 
lists...and in all of the printing and 
processing operations that their adver- 
tising programs call for. 


Circulation Associates can function in 
that capacity for you, too...to your 
everlasting benefit. To find out pre- 
cisely how, write to the address below o1 
call COlumbus 5-3150. 


CIRCULATION ASSOCIATES 


Circulation Fulfillment © List Compilation And Main- 
tenance ¢ Stencil Cutting * Triple-Head Multigraphing 
« Offset Lithography « Letter Press Printing « 

* Addressing * Mailing * Complete Mail Campaigns « 


1745 Broadway » NEW YORK 19, N. Y. 





Color photo of ‘Mi Amigo 
Bruce” by Cushway Studio 


Vibe hagplhy by STECHER - TRAUNG 


You are now looking at a sample of Stecher-Traung craftmanship 
and quality control—for the production of this advertisement 
was handled entirely in our own plant. We coated the paper ourselves— 
we ground and mixed the inks! Our typographic department set the 
copy on our new Intertype Fotosetter—on film! From a trans- 
parency we created a natural color Flexichrome print for use as 
illustration art. Our skilled engravers made the color plates. Our 
modern, high-speed four-color presses turned out hundreds of thousands of copies, 
lithographing all four colors at one time. That explains, 
in part, why so many firms have switched to the economical 
and complete full color service known throughout the world of 


graphic arts as “Lithography by Stecher-Traung.” 


SPECIALISTS IN FULL COLOR—Consumer Folders * Booklets * Catalogs * Circulars * Broadsides 
Labels * Box Wraps * Streamers * Displays * Posters * Folding Boxes * Merchandise Cards 
Seed Packets * Specialty Envelopes * Full Color Letterheads * Greeting Cards 


STECHER-7RAUNG 


LITHOGRAPH CORPORATION 


Plants at 
Rochester 7, New York e San Francisco 11, California 


Offices: Baltimore *« Boston * Chicago * Columbus ¢ Harlingen 
Los Angeles * Macon « New York * Oakland « Philadelphia + Portland 
Rochester * Sacramento + San Francisco + St. Louis + Seattle 


Special New York Sales Associates — Rode & Brand 




















N ? of a series of people YOU 
0. have on Your Mailing List. 








Reply cards really get lost in his 
pyramid of morning mail. But 
this can’t happen with REPLY-O 
LETTER! 

The (already filled-in) reply 
card stays in an exclusive pocket. 
That means it stays with the 
message. You get better results. 

Test REPLY-O LETTER results 
against your best returns. For 
instance: 


"The increase in the number of gifts 
is 60% . . . we feel well pleased.” 


| American Bible Society ]} 


Send for sample letters and free copy 
of “IT WAS ANSWERS HE WANTED.” 


USE THE 
REPLY.O 


LETTER 


ee 
“ke REPLY-O 


PRODUCTS COMPANY 


150 WEST 22nd ST., NEW YORK 11 
Sales Offices 


BOSTON — CHICAGO — CLEVELAND 
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easily buy lists of paint stores, hard- 
ware dealers, building supply stores, etc. 

Fundamentally, the problem is one 
of market determination. You, as an 
advertiser, must define your market. 
Once this is done, the matter of the 
right list or choice of media has been 
considerably reduced. 


The “law of concentration” 


Another way to state this pitfall of 
advertising is this: try to concentrate 
your efforts in the few places or media, 
or lists, where you can do a good job. 
I like to call this the “law of con- 
centration”. It is a smarter and more 
effective use of your advertising dollars 
to put them in the one or two or 
three places where they will sell hard 
for you... than to spend them in five 
or ten places, where the efforts are too 
weak to have any impact on your 
audience. 

That’s just plain common sense. But 
you'll find many advertisers, and most 
of them small business operations, 
where a small budget is expected to 
cover the entire country, or a large list. 

A more concentrated effort on a 
smaller list, in a smaller territory would 
yield much more sales. 

Another serious pitfall in advertising, 
made by almost everyone, is expecting 
results overnight, or counting on them. 
Unless you spend a large sum, or pour 
out a continuous effort—time is required 
to achieve results. Advertising pulls 

it doesn’t jerk—is the way some 
pundit expressed the same thought. 

The advertising successes we are 
familiar with—all have taken time, 
most of them were years in the mak- 
ing. And once a measure of success 
has been attained, the maintenance of 
that position is relatively easier, less 
expensive, and at the same time pro- 
ductive of dividends and profits. 

If the small advertiser is primarily 
concerned with the building up of 
good will, acceptance to customers, and 
if it is a young firm—it will probably 
take a year or more before the effects 
of a consistent direct mail campaign 
can be noted. And this is equally 
true of publication advertising. 

Good will or institutional copy calls 
for longer, more sustained effort, but 
once it has started working for a busi- 
ness, it can be compared in profita- 
bility to frequent “sale” advertising. 
There is heated argument on this sub- 
ject. Firms have proved each to work. 
It’s more a question of the firm’s 
“personality” as to which type of ad- 
vertising it chooses to have as its iden- 
tification. 

So it happens that many advertising 
campaigns, which have all the elements 
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of success, are stopped too soon by im- 
patient sponsors. These are the people 
who tell you “advertising doesn’t pay. 
I tried it once.” 

Probably one of the most serious, and 
most frequently committed mistakes 
in advertising, is the lack of plan or 
objective, and accompanying budget. 
The big advertiser couldn’t operate at 
all without definite plans, budgets, and 
frequent reviews and revision of all 
these. The small advertiser, who can- 
not afford to make mistakes, has even 
more reason than the big advertiser 
to make plans and check them care- 
fully. 

Advertising done by the average 
and typical small business is generally a 
day-to-day, hit-or-miss, by guess or by 
gosh, maybe I will or maybe I won't 
matter. The firm that issues two or 
three catalogs a year, depending on how 
the owner feels or how good is his 
business—the store owner who has a 
vague notion of a mailing in the middle 
or late fall, to promote Christmas shop- 
ping in his emporium—the manufac- 
turer who waits until his orders have 
stopped coming in, before he decides to 
do some advertising—these conditions 
exist all too frequently in busi- 
ness. And they make the advertising 
man’s job infinitely harder . . . to ex- 
plain to his client what the facts about 
advertising life are, and to keep the 
client sold on it without having the 
client think it’s just an alibi of the 
advertising man. 

Another pitfall in advertising that 
can be serious is watching your 
competitors, and trying to copy them. 
With some people this becomes an 
obsession, and creates a major psycho- 
logical as well as advertising problem. 
This policy could be a good one for you 
if you could afford to make the same 
mistakes he does in his advertising, and 
not be hurt in the process. But usually 
it’s the small business which does the 
copying, and which cannot afford the 
mistakes. Above all, there’s the fact 
that what works for one firm doesn’t 
necessarily work for its competitor. 

Much of this watching is due to the 
efforts of advertising salespeople. If 
you are just about starting a campaign 
in direct mail, let us say, for a dry 
cleaning shop—you will be aggressively 
solicited by sales representatives of local 
newspapers, outdoor posting _ plants, 
radio stations, bus card advertising, 
match cover, sky writing, and every 
other media. Now there’s nothing 
wrong with any of these media—the 
sales people of each will have some reg- 
ular dry cleaner advertiser to show 
you how productive his medium is. 

It takes strong determination to hold 
to your course in whatever medium 
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you choose under the barrage of pres- 
sure that other media will impose on 
you. Here is one place to remember, 
and to apply the “law of concentration” 
described above. You cannot afford 
all. You must not worry too much 
about your competitor. You pick the 
best medium you can afford, and spend 
your money as effectively as you can 
in that medium on a consistent basis. 

Another thing to remember is this: 
if you go so far as to copy the thought 
or words used by a competitor, or any 
other firm—most of the time you will 
help to advertise that competitor or 
whoever is featuring the copy you are 
“lifting”. Anyone who thinks he is 
smart in using the “switch” theme is 
probably advertising Calvert’s more 
than he is his own widgets or tooth- 
pick holders. Anyone who helps him- 
self to the now famous, “nobody, but 
nobody” as I did in my second para- 
graph above, is paying tribute to Miss 
Fitzgibbon of Gimbels. And so on. 

Any advertiser, large or small, should 
test everything he does, wherever he 
can. This applies to copy, media, lists, 
season, mechanical elements—to every- 
thing where a choice is available to 
the advertiser. This involves keeping 
of records of all types possible. Care- 
lessness or omission of this job is in 
itself another important pitfall. 

As an advertiser, you will see or re- 
ceive many documented studies—about 
incomes, buying power, buying habits, 
and so on—call it research, if you will. 
Most of it is honestly prepared, and 
offered to influence you in your choice 
of media, message, or mechanical pre- 
sentation. But consider this, adver- 
tising is in some respects similar to an 
election. | And remember this; even 
with more money spent for their find- 
ings than advertisers can afford, how 
wrong Mr. Roper. and Mr. Gallup and 
Mr. Crosley were in 1948 !! In other 
words . . . watch out for the pitfalls. 





@ HERMAN HERST, JR., the Stamp 
Dealer of Shrub Oak, N. Y. has been 
having some fun at expense of his Con- 
gressman (Gwinn). It came out that 
Gwinn, in first three months of 1949, 
used a tonnage of franked mail (free) 
which, if charged at first class 3¢ each, 
would have amounted to $87,000 pos- 
tage. Gwinn indignantly denied this 
and claimed the charge would rightly 
be third class (l¢) or a total of only 
$29,000. So Herman has been getting 
his “letters to the editor” printed in local 
newspapers. Emphasizing that even 
$29,000 is a lot of money for one Con- 
gressman ... and that if the Post Office 
wasn’t burdened with free service of all 
sorts and varieties . .. there would not 
be so much talk of deficits. Maybe we 
should all write more letters to the edi- 
tor. 


MAY 1950 





“| OPERATE 3 TYPEWRITERS 


AT THE SAME TIME” 
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IT’S Eary tHe Avito-typist way 


And even more remarkable —this one 
girl typist using Auto-typist equip- 
ment will turn out as many as 500 
letters a day, each without error or 
erasures...each with the exact appear- 
ance of a personally dictated and indi- 
vidually typed letter. 


Low Cost, Too! 
The cost of Auto-typist letters is but 
a fraction of the cost of letters manu- 
ally typed. And because they are com- 
pletely personal, Auto-typist letters 
get attention .. 
operate... your typist merely types in 
the heading, pushes a button, and 
Auto-typist takes over from there, 


- get results. Easy to 


typing your message at high sustained 
speed without possibility of error. The 
Auto-typist can stop automatically at 
any pre-determined place in the body 
of the letter for the manual insertion 
of additional, personalized data. The 
same typewriter is used throughout, 
so there is no problem of matching 
fill-ins. 


Auto-typist Has Many Uses 
Consider Auto-typist for better results 
at lower cost for your sales letters, 
credit letters, inquiry responses, and 
many other types of letters. For com- 
plete information and sample letter, 
send coupon below, today. 


Te sto-try ist 


50 YEARS’ EXPERIENCE IN BUILDING PNEUMATIC EQUIPMENT 








MAIL FOR FREE LITERATURE 


- AMERICAN AUTOMATIC TYPEWRITER COMPANY 
614 North Carpenter Street, Dept. 25, Chicago 22, Illinois 


Without obligation, please send me your booklet “How to Solve Your Corres- 
pondence Problems” and sample Auto-typist letter. 


NAME 
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CITY __ ZONE______ STATE. 























new horizons 


for mail order 


by edgar v. hall 





REPORTER'S NOTE: Here's another article by 
Edgar V. Hall. who wrote the good mail 
order story about hunting boots in February 
1950 issue. This one should give a lot of 
you plenty to think about. Maybe some of 
you won't agree ... but we'd like to get 
your reactions. Mr. Hall will be glad to 
enswer any questions directed his way. 
Address him c/o The Reporter. 





Is there a mail order man in the 
house interested in this proposition? | 
know a warehouse full of items that are 
useful and unusual. Many have high 
novelty appeal. Some can be handled 
on an exclusive distributorship basis; 
or drop shipments can be arranged. 
Chances for profits are good. Markups 
range as high as 300°, - 400% and 
more. Recently, due to business con- 
ditions, wholesale prices on many things 
took a big drop... as much as 3314 
The goods have never been nationally 
advertised, but millions of Americans 
have seen them. And, in addition to the 
regular mail order buyers, these people 
are potential customers. There is no 
need to worry about many competitors 
getting to this warehouse before you. 
Only a handful are taking advantage of 
the opportunity as yet. If you hurry, 
after reading this, you'll find com- 
petition almost nil. 


Sounds good, doesn’t it? Almost too 
good to be true. We'll it is good, and 
it is true! But don’t put your hat on 
just yet. The warehouse is nowhere 
near your town. There will be some 
advance planning necessary before you 
can take advantage of the things it has 
to offer. It will take time and hard 
work. If you can’t afford to give 
either you might as well not read on. 
If you can... . here goes! 


This warehouse is located in Europe. 
in Africa, in England, in Latin and 
South America, in Asia. It’s not in 
one place, it’s in a thousand places. 
And it’s made up for the most part of 
small manufacturers all over the world 
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with a desire but not the means to do 
business in America. 

These manufacturers offer thousands 
of items capable of being imported by 
mail, and appealing to the average 
U. S. consumer. 

Recently an English businessman 
tried selling to Americans by mail. His 
success serves as a guidepost to show 
the rest of us the way. He advertised 
Scotch cashmere sweaters in the maga- 
zine section of The New York Sunday 
Times. Selling direct from his London 
outlet he was able to offer his sweaters 
at a price lower than regular importers 
could sell them. He gave a strong 
guarantee as to quality, and promised 
quick delivery. The postman collected 
the small import duty at the buyer’s 
door, just as he would a C.O.D. The 
Englishman expected 500 orders, 
enough to show a profit. He was 
swamped by 6,000 orders from Ameri- 
cans who liked his low-priced offer 
from abroad. 

Importing has its pitfalls and head- 
aches. Maybe that’s why mail order 
men have kept away from the field. 
They hear tales of unreliable foreign 
manufacturers, irregularity of supply 
of foreign goods, and of the poor quality 
of many handmade foreign items. If 
that doesn’t discourage them, stories 
of the United States Government’s 
inconsistent customs practices soon do. 
It’s not uncommon to hear of an im- 
porter being billed different rates at 
different times for the same article. 
One firm recently brought goods into 
the country, paid the duty, and sold the 
items. Some months later it was noti- 
fied by Customs officials that the goods 
had been incorrectly classified, and that 
they now owed a sum five times the 
original duty charged. They took a 
healthy loss on that one. . . . and stop- 
ped importing the article. 

Fortunately, however, things are im- 
proving. Efforts are being made to 
ease some of the sharp practices and 
the complicated red tape restricting 


foreign trade. And there are many re- 
liable foreign manufacturers . . . the 
rule rather than the exception .. . ready 
to do business with us. This makes it 
easier to import and sell by mail. 


Heretofore, foreign goods have been 
handicapped, saleswise, because of high 
prices. Now currency devaluation in 
many countries has brought these goods 
within the reach of the average Ameri- 
can consumer. And the economies of 
mail order sales methods can be used to 
further reduce prices. Also, the war 
introduced millions of Americans to 
foreign countries and foreign products. 
Many articles from abroad were sent 
home as gifts. This built up a back- 
log of demand that has never been 
satisfied. 


I remember a little shop just off one 
of the main streets in Paris. It sold a 
bracelet, earring, and pin combination, 
as attractive as the price was low. 
There was seldom a day back in 1945 
when this little shop was not crowded 
with GI’s buying for their mothers, 
wives, and sweethearts. In a London 
sporting goods store I saw fishing lures 
we have never used in America 
good ones too, that would be snapped 
up by fishermen if sold over here. 
Those are just two of the things beckon- 
ing the mail order field. 


Remember, too, imported items have 
seldom been sold beyond the confines 
of the larger city department stores, 
the expensive luxury shops, and to the 
very rich. The mail order merchant, 
with his traditional market in the 
smaller cities, towns, villages, and 
farms has an untouched field in which 
to work if he chooses to import and 
sell by mail. 

Finally, consider that the foreign 
businessman cannot enter the mail order 
field alone. Granted that an English 
businessman did and was successful, 
money restrictions, limited knowledge 
of American sales techniques, and buy- 
ing psychology, will serve as an effective 
barrier to bar most from American mail 
order markets. Consequently the 
American who offers to sell foreign 
goods throughout the United States, 
distribution limited only by the routes 
of the postman, is going to get a hearty 
reception. 

These days, it is no longer patriotic 
to buy only American. We are being 
urged to Buy Ally now. Our foreign 
friends need our help. It is estimated 
that Americans will have to buy 
$14,000,000,000 worth of foreign pro- 
ducts yearly to avert the threat of 
Communism abroad. 


Hence Uncle Sam was never more 
willing to help the man who wants to 
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buy abroad. The Department of Com- | 


merce, for example, will give you com- 
plete information about foreign busi- 
nessmen, their reliability, and the kind 
of products they sell. Interesting look- 
ing foreign articles can be imported, 
duty free, for inspection purposes. 
Foreign governments will help also. 
The Consulates in the larger American 
cities will supply complete information 
about their countries’ products. 

Importing and selling by mail calls 
for lots of the spirit of “take a chance.” 
But opportunities were never better. 
Profits loom large on the horizon. The 
warehouse is open for business, looking 
for customers. What are you waiting 
torr 


MORE ABOUT WASTE 


It looks as if book publishers are as 
guilty of duplicate mailings as the 
AMVETS you recently wrote about. 

Take a look at the enclosed, Henry. 
All (FOUR identical pieces from the 
same plate) arrived the same day. An- 
other was received the previous day, 
but unfortunately it had been tossed 
away. 


Harper & Brothers aren’t the only | 


offenders in this respect. McGraw- 
Hill and Prentice-Hall are just as bad. 

Of course, I probably don’t know the 
whole story. It may be that they have 
my name in a number of different classi- 
fications and when advertising general 
books, it goes to all of the classifications. 
If this is the case it would seem this 
is a virgin field for IBM to develop 
an addressograph plate sorting machine. 
Hmmmmm. 

But the point I wanted to make is 

. it’s a terrific waste no matter how 


you look at it. And it is cluttering 
up the mails so that each offer re- 
ceived receives less attention. And I 


go in and try to sell a merchant on 
direct mail right after he has received 
a stack of similar offers. What kind 
of opinion does he have of the field? 

Keep up with the articles on direct 
mail for small businesses. They are 
great. 


(Signed) Oliver L. Niehouse 
Security Publishers 

613 East Ninth Street 

Alton, Illinois 


REPORTER'S NOTE: We'll keep hammering 
against waste. Four identical pieces in same 
mail, obviously addressed from same plate, 
makes direct mail look silly. 
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Daisies won't... 


but we will. 


e’ll tell you of the best idea 

in envelopes to come along 
in years, “Personalizing”. It is 
a unique process of striping de- 
veloped by Cupples to give you 
something distinctively different 
in envelopes. Something that will 
make your envelope stand out 
above all others. It is this distinc- 
tiveness and individuality that 
will enhance your mailing giv- 
ing it that necessary push, so 
important in making your mail- 
ing a success. Call Cupples and 
permit our Art Department to 
submit a suggested sketch for 
your present envelope. 


upples 


envelope C0.,ine. 


360 Furman Street « Brooklyn 2, New York 





SALES OFFICES: PHILADELPHIA * BOSTON * WASHINGTON 








a plumber learns 
about advertising 


Parker R. Tyler, Jr. of the Tyler 
Advertising Agency, 70 East 45th 
Street, New York 17, N.Y. in com- 
menting on Joe Russakoff's articles, 
sent us a reprint of an article he wrote 
for Plumbing & Heating Business. 


In it, he tells how he got acquainted 
with Louis N. Picciano, a plumber 
located in Endicott, New York 
and how he agreed to take on his 
small-time advertising as a research job 
for his agency, (since the agency hand- 
led some national advertising on equip- 
ment or supplies needed by plumbers. ) 


Here are some interesting highlights 
from the report. 


The first job was to determine how 
much the Piccianos could judiciously 
spend on advertising and promotion, 
and to set up a monthly budget. We 
decided tentatively on $200 a month— 
plus whatever manufacturers would 
allow on a 50-50 basis. Reason for 
using a monthly figure was to assure 
a year-around program, and to make 
Picciano master of his own advertis- 
ing expenditures. This turned out to 
be a wise move. A dealer can be 
“promoted” by newspaper space sales- 
men, radio time salesmen, hawkers of 
gift items—yes, even by manufacturers. 
If he accepted all of the ideas offered 
him, the year’s budget could be spent 
in a couple of months. And much of 
it likely would go for projects of ques- 
tionable value to him. Here’s the ac- 
tual breakdown of the first tentative 
budget: 


Billboard $25.00 
Crane’s Home Desirable 12.50 
Newspaper 65.50 
Radio 27.00 
Postage and addressing, 

and envelopes, two letters 

a month 35.00 
Miscellaneous 35.00 
Total 200.00 


Then we set our basic advertising 
objective—to sell Picciano. Only after 
he has sold Aimself—his ability and 
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reliability—should any contractor sell 
his products and services. The brand 
name of a product may be established 
as firm as a rock, but it is the con- 
tractor who makes the guarantee worth 
something to the buyer. 

* * * * * 

The advertising we have devel- 
oped with Picciano is almost entirely 
based on manufacturer cooperation. 
Co-op advertising, in which the manu- 
facturer pays 50°, of the cost, or an 
allowance equal to a certain percentage 
of the contractor’s gross sales of the 
product, almost doubles Picciano’s ad- 
vertising potential. But such co-op 
advertising often sells the manufac- 
turer's company first and the dealer 
second. The trick is to personalize 
manufacturer's ad mats, direct mail 
literature and other advertising aids. 

* * * *- * 

Direct mail is fundamental. Appeal- 
ing to satished customers and selected 
prospects it produces more business 
than other media per advertising dollar 
spent in a business the size of Pic- 
ciano’s. Here, as always, the chief 
aim is to sell Picciano. Simply mail- 
ing manufacturers’ literature with the 
firm name stamped on it doesn’t do 
this. So we enclose the literature with 
one of the special letters we send out 
each month, or we may clip to the lit- 
erature a 8'2x4!2 size memorandum 
from Picciano. Because it is more in- 
formal and more personal, the memo 
is even better than an orthodox letter 
enclosure. The message is highly per- 
sonalized, but directly tied to the man- 
ufacturer’s product. 

Other types of direct mail pieces are 
similarly handled. One letter promot- 
ing fall heating service work invited 
customers to “give your heating system 
a PICCIANO RUB DOWN to put it 
in apple pie order now.” In a co-op 
piece (cost shared by heating manufac- 
turer,) the headline is: “Difference of 
Opinion Makes Horse Races.” The 
message says, “Same with Automatic 
heat . gas, oil, coal . . . we sell, 
install and guarantee all three.” Then 
comes the pitch for the manufacturer. 


The Piccianos’ main problem for the 
future is to keep right on selling them- 
selves—consistently. They have an 
angle, a personality, a twist in their 
advertising. They must continue to 
bang away at it. This doesn’t mean 
taking big space or spending a lot of 
money. All they have to do is plug 
a simple message and do it consistently. 
The copy of successful national adver- 
tisers shows that they have only one 
thing in common: regularity. By being 
regular they get over their message, 
regardless of their size. 


There'll come a day, perhaps, when 
we will regretfully wind up our volun- 
teer project with the Piccianos. We 
now live 200 miles away. What should 
they do then, and what should other 
contractors do who feel they can bene- 
fit from professional advice? 


In almost every community there are 
advertising men who, to keep in touch 
with the realities of today’s competi- 
tive selling, will want to help aggres- 
sive dealers. My experience with this 
contractor convinces me that a _ part- 
time working arrangement with an 
advertising salesman can also be an 
economical and effective answer. 

* ~ * . * 

The contractor in working with 
such individuals must always remem- 
ber his true advertising objective is to 
sell Aimself. He must determine how 
much he can spend monthly to main- 
tain a consistent, year-around program, 
and stick to the budget he sets. After 
this, these people can help him work 
out the details and maintain the sched- 
ule like clockwork. 

* * * * * 

Let’s hope a lot of advertising men 
and women volunteer to help small 
business people to sell themselves . . . 
either as a “research project” or for the 
good of the community. 


WHAT'S WRONG 
WITH THIS LETTER? 


The following letter was received 
by a reader who had opened a new 
charge account in a small community: 
Dear Mr. Blank: 

Your name has been handed me with this 
brief notation from our store in What's this, 
N.Y. “New charge account just opened; very 
pleasant person”. 

Thank you, Mr. Blank, for giving us the 
opportunity to serve you. I hope the con- 
fidence established between you and (store 
name) in this “Shop-at-Will” arrangement 
will be a source of both pleasure and con- 
venience to you. 

Should you desire to shop at any other 
Name store, speak to our Manager at the 
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store where you are known and he can make 
urrangements for you beforehand. 

Feel free to communicate with me direct, 
if you have any suggestion for the improve- 
ment of our store service. 

Cordially yours, 
(signed) President 


At first glance, it seems like a good 
letter. Cordial and friendly. But 
there was a serious error which was 
caught by many who received it. 


The letter was multigraphed and 
filled in. People are not dumb. The 
credit manager would not describe 
every new charge account customer as 
a “very pleasant person.” So the first 
paragraph labels the letter as insincere. 
The letter should have been actually 
typewritten. Or, if multigraphed, the 
first paragraph should have been dele- 
ted. When you are trying to build 
good will . . . don’t make slips which 
show insincerity. 


A LIST WANTED 


H. G. (Herb) Odza of the Dunhill 
List Company, Inc., 565 Fifth Avenue, 
New York 17, N.Y. has received in 
his time many unusual requests for 
lists . . . but this one tops them all. 
He gave it to us ( with tongue-in-cheek ) 
offering to turn the compilation over to 
anyone who volunteers. Here is tran- 
scription of carefully handwritten let- 
ter: 


Dunhill International Co. 
Research Department 

565 Fifth Avenue 

New York 17, N. Y. 
Dear Dunhill Co., 

I have received the booklet of your very 
useful services; unfortunately the service I 
need at this time was not in the booklet. I 
need this list: 

1. Name of list: “Richest heiress women, to 


whom can be made proposals _ of 
marriage.” 

2. Quantity 

3. Geographical breakdown: territories of 
U.S.A. 


+. Form of List: Sheets. 

I beg you kindly to send to me price and 
inform me it you or your correspondents 
can supply on request similar list for South 
and Central America and Australia. 

Hopeful your Research Department can be 
able to supply to me this also conceivable 
type of list I remain Yours Faithfully 

N. E. Aldous Flesca 
Viale Principe Eugenio 66 
Firenze, Italy 


Herb also tells us that he’s been get- 
ting a lot of screwy letters lately from 
people who don’t want to be “annoyed” 
by mail, and ask that their names be 
removed from any and ail lists. Some 
of the letters may be “inspired”. 
Others are obviously “crackpot”. 
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24,000 
CLASSIFICATIONS! 


12,000 LISTS OF 
PRINCIPAL BUSINESS 
AND PROFESSIONAL 
CLASSIFICATIONS 


EVERY LIST PROMPTLY, 
INDIVIDUALLY COMPILED 


GUARANTEED MAXIMUM 
ACCURACY 


SUPPLIED IN ANY FORM 
DESIRED 


COMPLETE 
MAILING 
AND 
* * 


ADDRESSING 
FACILITIES 


AT THE HEAD OF THE 


DIRECT MAIL 


Here’s your sales-booster for 
1950 — Ponton’s famous 
List O’Trades, the most com- 
plete guide to buyers ever 
published. 


Just leafing through it will 
reveal glittering new oppor- 
tunities for selling more of 
your services. Every page 
yields ideas for telling and 
selling which your customers 
will welcome... suggests 
ways of increasing the “run’’ 
on numerous jobs to the bene- 


fit of all concerned. 


YOU PROFIT DOUBLY — on 
more work in your shop and 
on the sale of the lists. Gen- 
erous trade discount to pro- 
ducers of direct mail! 


GET YOUR COPY! WRITE 
TO DEPT. R5 NOW! 


635 Avenue of the Americas, New York 11,N. Y. 


SUPER SALESMAN 
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You've probably been seeing and 
hearing plenty in the past few days 
about the Postmaster General's order 
curtailing postal deliveries and service. 
Chances are what you have seen and 
heard has been written or said by some- 
one who really hasn’t the slightest idea 
of exactly what was in the order. 

Some of the cries about “playing poli- 
tics,” “pressure tactics,” why not follow 
the recommendations of the Hoover 
Commission have been shrill to say the 
least. And of course, the really amus- 
ing part of the yelling has been the 
bellowing of certain members of Con- 
gress about the (approximately) ten 
thousand employees of the Department 
who will lose their jobs. We never 
have been able to figure how the polli- 
ticians could demand economy and 
cuts in government spending on the 
one hand and denounce in full round 
tones the firing of even a single govern 
ment employee on the other. 

Even the Hoover Commission Re- 
port on the Post Office says that the 
only way you can save money in the 
Service is through mechanization and 
better efficiency which will lead ulti- 
mately to fewer clerks and carriers. 

However to get to General Donald- 
son’s order itself. First, the Postmaster 
can point to the following from Report 
21797 of the Committee of Appropria- 
tions in the house dated March 2Ist; 

“The committee has discussed with the 
Postmaster General certain proposals for effect 
ing economies, and realizes that probably all 
of the suggestions made will provoke some 
complaints from one source or another. Never- 
theless the financial condition of the United 
States Treasury is such that every step pos- 
sible must be taken to save money. 

“The committee believes that sizable sav 
ings could be made by a reduction of the 
number of deliveries per day to many areas 
particularly on those routes serving residen 
tial areas exclusively. Residential areas re- 
ceive from one to three deliveries a day; rural 
patrons receive one delivery a day. The 
committee urges the Postmaster General t 
provide for the rearrangement of city delivery 
service so as to reduce the number of deliveries 


wherever possible.” 

Second, the same report goes out of 
its way to revise an old statute that 
makes it a crime for a department 
head to encumber more funds than 
those contained in the appropriation for 
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By: Edward N. Mayer, Jr. 
DMAA Past President 


the particular department. Don’t get 
us wrong, we don’t like the order 
don’t think it’s going to do direct mail 
advertising a bit of good .. . but we 
think you should know that the cur- 
tailments as outlined in it, were in 
effect during April, May and June of 
1947, 

As far as third class mail is concerned 
you're probably going to have to make 
some changes in your methods of han- 
dling. You'll probably have to re- 
arrange your schedules covering the 
time you take your mail to the Post 
Office. But we honestly doubt if the 
Order will seriously affect the time it 
takes to deliver circular mail. On the 
other hand you can bet it won't speed 
it up any. 

One final word . . . if you find that 
you can’t get your third class mail 
accepted at the Post Office during the 
daylight hours without long and tedi- 
ous delays, consult your own Postmas- 
ter. The authorities in Washington 
have already intimated that /ocal con- 
ditions will control Jocal following of 
the Order. If you really have trouble 
with your own mail and the reason for 
the trouble is beyond your control, and 
you get no satisfaction locally, contact 
Washington direct giving them the en- 
tire picture of your problem. It’s our 
belief that you wll get co-operation. 

Here are the parts of the Order 
which, we believe, cover the direct mail 
field. And please remember that noth- 
ing in the order touches first class, air 
mail or parcel post. 

11. At the main office and stations where 
mail matter is received from the public in 
larg: quantities over loading docks and plat- 
forms, the acceptance of such mail matter 
will be restricted to the hours of 8 a.m. to 
6 p.m., except for first-class mail, air mail, 
including air parcel post, daily newspapers 
and weekly newspapers of local origin having 
the characteristics ordinarily recognized as 
those of a publication devoted to the dis 
semination of current news of general interest. 

12. First-class mail, air mail, including 
air parcel post, and newspapers, will be ac- 
cepted in the post office at any time that 
employees are on duty. Exceptions may also 
be made for emergency mailings of medical 
supplies, serums, eyeglasses, dentures, and 
like matter at any reasonable hour. The 
postmaster is expected to see that good 








judgment is exercised and that these emer- 
gency privileges are not abused. 

13. All bulk mailings of second-, third-, 
and fourth-class matter, other than that pre- 
viously mentioned, will be accepted for mail 
ing only between the hours of 8 a.m. and 
6 p.m. 

14. Discontinue preferential treatment of 
so-called time-limit third-class matter. Mailers 
desiring such handling of their circulars 
should be courteously informed that in order 
to secure immediate service, it will be neces- 
sary to repay the mail at the first-class post- 
age rate. 

15. Discontinue newspaper treatment for 
publications of the second-class other than 
the regular daily and weekly newspapers as 
previously mentioned. 

16. Discontinue during the hours of 6 p.m. 
to 6 a.m. the distribution of all mail, both 
incoming and outgoing, other than air mail, 
first-class mail, dat!y newspapers as described 
in the previous paragraphs, and parcel post. 

17. All mailers should be urged to present 
mail of the low-revenue-producing classes to 
the post office during the morning and early 
afternoon hours to insure distribution and dis- 
patch on the day of mailing. 

18. Outgoing parcel post received up to 
6 p.m. will be distributed and dispatched 
promptly. Incoming parcel post shall be 
prepared for delivery the day following re- 
ceipt. Bulk mailings of circulars, if made up 
into direct packages by the mailer and _ re- 
ceived in the post office by 6 a.m. may be 
distributed and dispatched on date of mail- 
ing. Distribution of miscellaneous third-class 
matter shall not be performed after 6 p.m. 

19. Postmasters are directed to rigidly en- 
force the requirements that bulk mailings, 
second- and third-class matter prepaid at spe- 
cial rates, be separated by mailers into direct 
packages as prescribed by the regulations 
governing acceptance of such matter. There 
should be no deviation from this requirement. 


a 


—oOo— 


The parts of the Order that we de- 
plore and think a serious mistake are 
contained in paragraphs 20 and 21. 
These two sections (which follow) dis- 
continue directory service on first class 
mail and when coupled with the pro- 
posed increase in the charge for form 
3547 make no sense whatsoever to us 
and we have already protested them 
vigorously. We just can’t get through 
our head what the Post Office can gain 
by making it almost impossible for 
mailers to correct mailing lists . 
and if you agree, hope you, too, will 
protest vigorously both to the Post 
Office and the Senate! 


20. Postmasters will immediately discon- 
tinue directory service on ordinary mail other 
than perishable matter and parcels of obvious 
value. Directory service will be continued 
on special delivery, registered, insured, and 
c.o.d. mail. In providing this limited service, 
postmasters will discontinue the maintenance 
of specially prepared interleaved directories. 

21. All mail matter which has heretofore 
been accorded directory service in accordance 
with Manual of Instructions, chapter VIII, 
article 99, and for which directory service is 
not provided herein, if not deliverable as 
addressed, shall be promptly returned to the 
sender with appropriate endorsement as to 
the reason for nondelivery, or otherwise dis- 
posed of in accordance with the regulations. 
No mail matter of such character shall be 
held in the directory section nor shall it be 
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placed in the general delivery unless it is 
known that delivery can be effected through 
the general delivery. Instructions in article 
101, chapter VIII, will remain in effcet. 


—o0o0— 


Speaking of Form 3547, the new one 
shown here last month is now avail- 
able and you should read the item 
about it that appeared in the Postal 


Bulletin of April 20th. In fact, not 
only should you read it, but also clip 
it and file it against the day you have 
a complaint about the service your own 
Postmaster gives you on the Form. 
When you do have a complaint it may 
be well worthwhile to refresh his mem- 
ory with the following: 


Forms 3547 and 3547-S, provided under 
section 43.12 (e), Postal Laws and Regula- 
tions for furnishing notices to senders when 
ordinary mail of the third or fourth class is 
undeliverable as addressed, have been revised 
and stocks of the new forms are now avail- 
able. However, supplies of the old forms 
should be used until exhausted. 

The new forms have been redesigned to 
reduce the time required for completion. 
Typewriter spacing has been utilized and 
postmasters are urged to have these forms 
completed by typewriter when practicable, 
the strip Form 3547-S_ being particularly 
adaptable for such an operation. 

Although special reminder notices have been 
published from time to time, complaints are 
still being received that many of the forms 
are so carelessly prepared as to serve no 
purpose to the mailers. 

The following are the more common causes 
of complaint. Some of these complaints ob- 
viously stem from carelessness of carriers and 
other employees responsible for redirecting 
mail or endorsing it to show the reason why it 
is undeliverable. Postmasters are requested to 
give these features careful attention and check 
from time to time the procedure followed 
at their respective offices. 


1. Illegible handwriting. 


2. Failure to furnish identifying key num- 


ber, letter or symbol. 


3. New address not always complete. When 
a street or other location forms a part of the 
address, care should be taken to show whether 
it is a street, avenue, building, boutevard, 
court, drive, parkway, place, road, terrace, 
etc., as for instance “123 Market Place” not 
just “123 Market.” 


4. Failure to show the correct reason for 
nondelivery. The revised forms list the most 
frequent reasons for nondelivery which need 
only be checked. Other reasons such as 
“Left firm,” “Insufficient address,” “Firm 
dissolved,” etc., should be furnished in the 
space designated. 

Another feature which should be given 
close attention is the use of this privilege by 
mailers. It has been reported that some 
mailers are requesting notices on Form 3547 
in connection with matter sent out for the 
collection of delinquent accounts. It is not 
contemplated that this facility will be used 
for such purposes. Requests for notice on 
Form 3547 appearing on matter which clearly 
relates to the collection of debts should be 
ignored and the senders requested to desist 
trom sending out matter with such requests 
thereon in the future. 
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Hearings in the Senate on H R 2945, 
the bill to increase Postal Rates and 
Charges that was passed by the House 
in February, have started and for the 
next few weeks mailers will get an 
opportunity to state again the reasons 
they oppose the bill. We'll be on hand 
to do some testifying and we're plan- 
ning to oppose the bill on the grounds 
of double discrimination. If you check 
the proposed rates you'll find that sec- 
ond class will be raised 33'3°. while 
the classes of mail used by the average 
direct mailer will go up for post cards, 
100°4 (from 1¢ to 2¢), for third class 
bulk letter mail, 50°, (from 1¢ to 
1’2 ¢), for catalogs of 24 or more pages. 
weighing less than 8 ounces, from 40 
to 50°, (40°, on the pound rate in- 
crease from 10¢ to 14¢ per lb. and 50 
on the minimum of I¢ to 1! ¢). 

The double part of the discrimina- 
tion comes in the increases proposed 
for heavy catalogs weighing from 8 
ounces to 10 pounds. While the mailer 
who uses cards, letters and small cata- 
logs will be asked to pay 40°% to 100 
the user of large catalogs will only be 
asked for an increase of less than 20 

If that’s not double discrimination 
we've never seen it... and when you 
add the discontinuance of directory 
service with the proposed increase of 
from 2¢ to 5¢ for Form 3547 we be- 
lieve direct mail users have a really 
just complaint to present to the Senate. 

—o0o— 


One of the best paragraphs we've 
read in a long while came to us from 
Herman Herst, Jr., the “stamp” man 
of Shrub Oak, N. Y. The paragraph 
was typed on a memo sheet clipped to 
a (form) letter (Herman had received 
it from one of his good customers) 
from a well known Senator to whom 
he had written complaining about the 
proposed Postal Rate increases. Here’s 
Herman’s paragraph: 

“The encouraging thing about this is 
that apparently he is getting enough 
comments on this bill to warrant a 
special form letter.” 





@BEN SWEETLAND hasn't been heard 
of for a long time in the direct mail field. 
Just saw a mail order piece issued by 
Cadillac Publishing Co., Inc., 220 Fifth 
Avenue, New York 1, N. Y. offering a 
book “14 Golden Secrets of Creative 
Psychology” written by Ben. The four 
page letter was also Sweetland written. 
The first line seems to have a new twist, 
—"“DON’T READ THIS LETTER .. . or 
any part of the contents of this envelope 
until you can arrange at least fifteen 
minutes for complete relaxation and re- 
flection.” 
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MOSS PHOTOS 
IN QUANTITY 











PEP UP YOUR MAILINGS 
WITH ACTUAL PHOTOS 
OF YOUR PRODUCT!! 


Moss Photos will breathe new life 
into your mailings at unbelievably 
low cost. Check these figures: 
Black and White Photos 
8 x 10—S¢ ea. in 1000 lots 


Postcard 
or 4 x 5—2¢ ea. in 1000 lots 
Also 20 x 30, 30 x 40, 40 x 60 blow-ups 


All Quantities — All Sizes 


COLOR PHOTO 
SCOOP! 


IMAGINE YOUR PRODUCT 
IN BRILLIANT COLOR PHOTOS 
AT THESE LOW PRICES! 
Our New Amazing 
KOLOR TONE Process 


No extra charges for printing and 
color plates 4-5-6 colors. FREE— 
your sales message imprinted on 
reverse side. 
3,000 lots 5S¢ ea. 
6,000 lots 4¢ ea. 
12,000 lots 3¢ ea. 
25,000 lots 2\/¢ ea. 
50,000 lots l'¢ ea. 
100,000 lots l¢ ea. 

MOSS QUALITY PHOTOS ARE 
AVAILABLE IN ALL QUANTITIES 
AND IN ALL SIZES FROM 
POST CARDS TO GIANT MURALS 


Beautiful picture of the New 

1 York skyline with sample 

a black-and-white and color 
e 


pictures and complete price 

list 

Moss Photo Service, Inc. (Dept R) 

| 155 West 46th St., New York 19, N. Y. | 
Please send me free samples of 
black-and-white and color photos 

5 ona price list R. Enclose also bee fl 























photo of New York Skyline. | 
Name 
Company........... 

I Address.__.__ | 














Professional 


MAILING 
LISTS 


Physicians, Dentists, Osteo- 
paths, Drug Stores, Nurses, 
Chiropractors, Chiropodists, 


Veterinarians, Hospitals 


* Corrected daily. 

* Stencil addressing at low 
cost. 

* Write for count bulletins 


and prices. 


Fisher-Stevens Service, Inc. 
345 Hudson Street 
New York 14, N. Y. 











LET THIS... 








Guide you to 
better Direct Mail 


This orderly, thorough, down-to-earth 

year-long study program in all the 

ramifications of a VERY BIG subject 
will help you to avoid the pitfalls 

and to increase the power of your 

Direct Mail (Entire Cost $115) 

Send for my twenty page prospectus 

Write personally to 


HENRY HOKE 


17 Fast 42nd Street. New York 17, N. ¥ 














Ap SCRIBE creates and pro- 
duces better - than - average 
sales promotion and advertising 
material at costs well within the 


smaller firm’s budget. Ask for 
details ...on your letterhead. 


AD SCRIBE-Box 254-N. Canton, 0. 





One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


“Haw, haw, haw!” 

That’s me laughing, Henry. I am 
laughing at the “cease and desist” orders 
the Federal Trade Commission recently 
issued the makers of Camels and Old 
Gold cigarettes. But my laugh is 
probably a quiet smile compared to the 
laugh the cigarette boys are giving the 
Commission. 

It seems that the old boys who make 
up this august body have been dozing 
at their desks, dreaming of days gone 
by and the cigarette advertising - that 
has long ago been replaced with bigger 
and better pitches. Now that they have 
rubbed the sleep out of their eyes, I 
wouldn’t be surprised if they issued an 
order to Lucky Strike to “cease and 
desist” from advising the public to 
“Reach for a Lucky instead of a sweet” 
and “Lucky Strike Green has gone to 
war.” Come, say 1955, they may wake 
up and recall some of the current ad- 
vertising. 

But maybe my laugh is out of order. 
The shut-eye these old boys in the Com- 
mission indulge in is really no laugh- 
ing matter . . . especially to advertisers 
who help pay their salaries with tax 
dollars levied on profits resulting from 
honest and decent advertising. 

While these old boys drowsed at their 
desks or played checkers last year, their 
eye-and-ear men, who are also partly 
paid with tax dollars of honest ad- 
vertisers, scanned 285,924 newspaper, 
magazine and trade journal advertise- 
ments. They thumbed through mail 
order catalogs consisting of 17,374 pages 
and checked 493.528 radio continuities. 
They marked 13,713 advertisements and 
12.879 broadcast scripts as containing 
possibly false representations. 

The eye-and-ear men roused the old 
boys from their sleep . . . or broke in on 
their checker games .. . and placed these 
marked advertisements and radio com- 
mercials on their desks. This inter- 
ruption probably annoyed them no end, 
but to make some show of having the 
interests of the public and honest ad- 
vertisers at heart, they eeny-meeny- 
miney-mowed 35 out of the batch for 
“cease and desist” orders. 

Think of that. Henry. Only thirty- 


five “cease and desist” orders out of a 
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total 26,592 advertisements and radio 
commercials that aroused suspicion on 
the part of the eye-and-ear men. 

What would the public think of big 
business if it took such small measures 
to protect it against colds, tooth decay, 
throat irritation, body-odors, etc. 

For instance, wouldn’t the public 
lose confidence in Lever Brothers if 
its Board of Directors decided to do 
something about only one or two of 
the smells its paid doctors sniffed in 
13 areas of the human body. Wouldn’t 
it be justified in rising up and yelling: 
“Hey, LB, what about the smells in 
the other 10 or 12 areas?” 

It is my opinion that the public .. . 
and especially the honest and decent 
advertisers would be justified in 
raising a yell sufficiently loud to waken 
those drowsy old boys on the FTC and 
demand to know why _ something 
wasn't done about the other 26,557 
areas on advertising’s body that smelled 
of false representations. 

Knowing how rabid I am, Henry, 
at false and misleading advertising, you 
may be a bit surprised at my confession 
that I favor at least a bit of misleading- 
ness. 

For instance, I have no objection to 
an advertiser trying to “mislead me into 
thinking that he is writing me a per- 
sonal letter, if he does a good job of it, 
but I have very little, if any respect for 
those who botch the job ... such as 
filling in a poorly processed letter with 
my name and address. Such a try at 
misleading is an insult to intelligence 
even below mine. 

The writer of a letter I received the 
other day made so little effort to mis- 
lead me that he comes in for my criti- 
cism. 

The letter was from a “salesman” 
who made out the bill of sale for an 
automobile I bought two years ago 
when selling wasn’t necessary. The 
letter was nicely multigraphed. To the 
average person it would appear to be 
personally typed, but aside from that 
it contained nothing that might mis- 
lead me into thinking the writer had 
me in mind when he wrote it. 

“Dear Customer,” was the salutation, 
and the first paragraph read: 
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“Appreciating the privilege of serv- 
ing you and your friends in the past, 
[ am again in position to help in a far 
better capacity when purchasing your 
next new or used car.” 

I recalled his “privilege of serving” 
me but I don’t know of any friends 
he served and I never gave him any 
idea that I was a used car buyer. 


He then went on to tell me, in adver- 
tising-copy style, about the cars he was 
selling and wound up inviting me to 
“see our complete selection of new and 
used cars.” 


The only trick used to “mislead” me 
into thinking it was a personal letter 
was the signature. It was written in 
ink. 

I don’t want to stick my neck out 
too far in favoring misleading adver- 
tising but I am of the opinion that 
letters should convey the impression 
that they are personal communications 

. especially letters to customers .. . 
and more especially to customers whose 
single purchases are in amounts that 
can't be termed “chicken feed.” 

A well-done multigraphed _ letter, 
carefully filled in with my name and a 
personal salutation just might mislead 
me into thinking that the sender called 
in his secretary and said, “Take a letter 
to Mr. Kinter,” or that he sat down 
and two-fingered it himself, but even 
if it didn’t mislead it would give me 
the feeling that the sender of the letter 
made a worthwhile try and that 1 
wasn’t a mere nameless customer. 


I realize, of course, that a well done 
multigraphed letter, carefully filled in 
might cost a few pennies more than 
a lousy mimeographed letter, but the 
chances are quite a few to one that it 
will do a better job. 

And the salutation . . . especially in 
letters to small lists of customers 
plays an important part. If a salesman, 
supplier or any one I do business with 
calls me “George” or “Kinter” when 
he meets me on the street or in his or 
my place of business, I can see no rea- 
son for his “Dear Mr. Kintering” me 
when he writes to tell me about taking 
over a new job, adding a line or re- 
ducing or raising a price. 

Maybe my ideas on this subject are 
wasting space in your good publication. 
Maybe a vast majority of REPORTER 
readers are doing a national business in 
which it would be impossible to give 
their letters a personal touch. That 
being the case, I'll venture the opinion 
that it would pay thera to junk their 
mimeographing or other letter process- 
ing equipment and hunt up some good 
printers. 
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CLEVER RETURN 
CARD 


Edward Stern & Company, Inc. 
(printers at Sixth & Cherry Streets, 
Philadelphia 6, Pennsylvania) have a 
frank and ingenious way of wording 
the return card which is tipped to cur- 
rent issue of their house magazine 
“Printact.” It’s good. Will give you the 
copy without further comment. 


a: & ¥. Be 
... is the deft symbol which pulls in replies 
like mad, to social invitations- 


ABSOLUTELY FREE 
. is presumed to be the business equiva- 


lent, but—well, you know about that 


too 


SEND A SALESMAN 

.is probably the one worst way to at- 
tract inquiries; but then . . . our repre 
sentatives are more than salesmen-—— 
they're printing experts, and if you 
have a printing problem, you just 
couldn't toss it into better laps! Let 
one of our men help you solve it. Just 
check here 

AND WHAT ABOUT SAMPLES? 

. if you have no immediate printing prob- 
lem but would like to see the illustrated 
samples from our current production, 
just check here 

(Space for name, address, etc.) 


DEDICATING AN 
ANNUAL REPORT 


In the 30th Annual Report of Pitney- 
Bowes, Stamford, Connecticut (just 
published ) there’s an interesting 
departure from “the usual.” At bottom 
of first page is this copy: 

DEDICATED TO THE SALESMAN 

To the salesman in Pitney-Bowes—and to 
the salesman in our free economic system— 
we dedicate this thirtieth Annual Report, 
acknowledging with pride and appreciation 
the dynamic role of the Man with the Briefcase 
in the growth of our company, and in the 





advance of our country. Front-line soldier 
of our economy, he builds jobs and security, 
profits and progress—with every order he 
writes. A proud professional, to whom cus- 
tomer satisfaction means as much as a com- 
mission check, the modern salesman is indus- 
try’s finest emissary. He is an utter stranger 
to the tragically atypical salesman of Arthur 
Miller’s classic play—a man “way out there 
in the blue, ridin’ on a smile and a shoeshine.” 

This man is vital, and strong in character. 
He is intelligent and diligent, resourceful 
and imaginative, friendly and __ persuasive. 
And he has abounding faith in his product, 
in his company, and in himself. The same 
kind of faith, indeed, as we place in him. 

First in a series of tributes to those who 
contribute to PB’s progress. Future Annual 
Reports will salute the customer, the stock- 
holder, the supplier; and others in the com- 
pany family, including the factory worker, 
the engineer, the serviceman, the office worker, 
the supervisor, and the executive. 

Incidentally, final pages of beautiful- 
ly printed report give details about 
Postage Meter advertising. Statement 
is made: “1949 Direct Mail campaigns 
brought traceable results 22° above 
those of last year.” 


ANOTHER THEORY 


Dear Mr. Hoke. 

I have another theory (than the one 
on page 33 of your March issue) con- 
cerning which of the two letters repro- 
duced on page 26 pulled best. 

Being quite busy, I didn’t have time 
to read these letters at all. I did, how- 
ever, digest the two headlines: 

1. “Does Your Dictating Date You?” 

2. “We'll Mail To You Free A Booklet 
Full of ideas for gaining More 
Leisure Time” 

Right then and there I decided that 
the appeal of headline No. 2 was far 
stronger than No. 1. 

I’m not telling you this to show that 
I guessed right, but to point out how 
valuable a good headline can be. I 
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feel that the superior showing of letter 
No. 2 is largely the result of the head 
line which catches the reader and in- 
duces him to dig further for details. 

Sincerely, 

L. G. Holland 

L. & C. Mayers Co. Inc. 

P. O. Box 77 

New York 1, N. Y. 

REPORTER'S NOTE: Yes . the headline 

is important. No 2 was good. But we still 
stick to theory that No. 1 told too much about 
the machine described in booklet. When 


seeking inquiries only . . . don’t confuse the 
issue. “Sell’’ the booklet only. 


DESCRIBING A 
LETTERHEAD 


Leon Schmidt of Yaring’s (depart- 
ment store) Austin, Texas, recently 
wrote us: 

The enclosed letter came in the mail re- 
cently, and we thought it was particularly 


good. 


Like most firms, we receive vast amounts 
of direct mail each day, but we read this 
letter down to the last line. 


Any letter which arouses such in- 
terest must be something special, so 
we'll quote it even though a bit long. 

It came on good-looking letterhead 
of the Steck Company, Austin,Texas. 
Attached was a sample envelope and 
letterhead of the Commodore Perry 
Hotel of Austin. 

The letter: 

Gentlemen: 

When you stand before a masterful painting 
vou see the picture as an entity which creates 
1 single feeling within you. If you are a 
critic of art you see the brush technique, the 
pattern, and the depth created by color. 

But without the technical knowledge of the 
connoisseur, the picture stands alone. It is 
pleasant or unpleasant to see; it makes you 
ightly happy or profoundly sad; it makes you 
smile, or it brings little wrinkles of worry to 
vour forehead . . . all because the artist 
wanted it so. 

When you look at the letterhead and envel 
ope of the Commodore Perry, you sense the 
strength, the dignity and the luxury of Austin’s 
Hotel of Distinction. This is the feeling 
Mr. E. H. Perry wished built into the building 

this is the feeling Mr. H. Fuller Stevens 


wished to convey to the guests . . . and this 
is the simple way in which the artist did the 
work 


The bold thick brush strokes—the leaning 
capitals, and the long base of the small letters 
in Commodore Perry, make the words seem 
stable, as though they were firm and _ set 
solidly on a base. This gives you the sens« 


security you feel when you look at the 


Commodore Perry Hotel and see it built sol 
idly, beautifully, with a quiet dignity 


And the dignity is reflected in the letterhead. 


You sense it. You feel it. But why? The 
color of the ink is gray, the gray which has 
given uu an unconscious sense of the quiet, 
peaceful, and decorous, since you first saw the 

lor The little syicbol at the left which 





looks like a capitol dome is in a lighter gray. 
There is nothing unusual about the symbol; 

yu think it very nice—but if you look closely 
you find that the circle and the vertical line 
ire actually the letters CP, the initials of the 
Commodore Perry. 

The greatest luxury is the least blatant. 
Most of us feel this truth in our sense of 
guilt when an unwarranted display of afflu- 
ence makes us overstep our true position. But 
when you see the modest display of the name 
“H. Fuller Stevens, President” and “Austin’s 
Hote! of Distinction—Completely Air-Condi 
tioned,” you know, without actually seeing, 
that here is a truly luxurious hotel. 

But the blatant, the garish, the peaceful, 
the dignified, and the quiet art all have thei 
place in American Business. And the typo- 
graphical artist knows the part that art plays 
n your business. 

Call The Steck Company—phone 7-4411 
tor advice on art in your business, for fine 
pr.nting, whether you need a living book or a 
wrinted post card. 

Sincerely yours, 
Robert M. Allen (signed) 

In other words, Robert Allen believes 
in his product and explains it in- 


terestingly. 


MORE ABOUT THE 
MARCH COVER 


It has been fun answering the many 
letters we've received from the sec- 
retaries of advertising men around the 
country as a result of our March cover. 

A few of the ladies were considerably 
upset over the similarity of some of the 
characters for different words. The 
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word “word” looked very much like 
“sentences” in shorthand . . . even 
though our characters were written by 
an expert teacher. 


Only two secretaries received a 100% 
perfect score. Nota single error. They 
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were Miss Mildred Marino, assistant to 
Leslie P. Guest of Alfred Allen Watts 
Company, Inc., 216 Wiliam Street, 
New York 7, N. Y. Janet Burrier 
secretary to C. L. Comegys, Manager 
Research & Service Division, Addresso- 
graph-Multigraph Corp., Cleveleand 
17, Ohio. Another Emily Nelson of 
the Florida Power Company, St. 
Petersburg, Florida made only one 
error. All the rest were good .. . but 
confused on those “similar” characters. 

We've corrected all the transcriptions 
submitted .. . and have returned them. 
Just to set the record straight . . . for 
all the secretaries who didn’t send 
transcripts, here is the exact transla- 
tion of the March cover. 


You can help to make business letters 

better. In my talks before business groups 

I often poke fun at executives who try 

to impress their secretaries by using pompous 

expressions and big words . while rubbing 
their Phi Beta Kappa key. 

Executives who want to influence people 
by mail should remember a few simple for- 
mulas. Type these notes on cards and show 
to your boss. 

1. Two obstacles stand in the way of the 
success of any “do something” letter: 
Human inertia 
b. Competition for recipient's time or 


money 
People are lazy. They don’t want to do any- 
thing. They have many demands on their 


time and money. Therefore, letters must 
awaken them; must compel attention. 


2. People think they think but very few 
really think. Letters (particularly — selling 
letters) should appeal to emotions. People 
act or spend because of what they feel—not 
what they think. Too many business letters 
are stodgy . and lack emotional appeal. 
3. There are four things wrong with most 
business letters: 
a. Useless words 
b. Improper arrangement of words 
c. Incorrect expression of thought, and 
d. Offensive words 
Do away with useless words with a blue pen- 
cil. Letters should “talk” in simple terms. 
Simple construction, too. Most offensive 
words are: I, We, Our, My, Me, Us and Mine. 
These make irritating, selfish, egotistical ex- 
pressions. All opinion phrases, such as “I 
want you to know that,” should be eliminated. 
4. There are five helpful rules for planning 
the “pitch” of a letter: 
a. “Sell the sizzle, not the steak.” Dra- 
matize what the product or service 
will do for the reader. 


b. “Don't write, telegraph.” Don't 
ramble. Say it briefly. 
c. “Don’t ask if, ask which.” Try to 


give the reader a choice between some- 
thing and something. 


d. “Watch your bark.” Be friendly and 
gracious. 

e. “Say it with flowers.” Use the “cour- 
tesy"’ approach in wording and 


in physical appearance. 


On two inside pages, I've illustrated ways of 


“dressing up” your letters . . . of “saying it 
with flowers.” Copy includes other helpful 
ideas. 


Incidentally we have extra four page 


reprints of the March cover, the 2 page 
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spread of letter forms and the dope 
about “dearless letters”. They are free 
for distribution. Hope some of our 
secretaries will continue to correspond 
with us as often as they have something 
interesting. We've enjoyed _ their 
friendly letters. 


MAKE IT SIMPLE 


Maybe we mention John and Bill 
Yeck of Dayton, Ohio too often .. . 
but their articles appear only every third 
month. 

During their present “breather” we 
can't help mentioning the April letter 
which they mailed to their list. It 
makes such good sense. Here it is: 


WE CAN’T SPEAK A SINGLE FOREIGN 
LANGUAGI 
But we 
every day. 
We take big words and cut them into 
little ones. We take lazy sentences and shoot 
them full of action. We take vague ideas 

and turn them into concrete examples. 

These things nee: doing. 

Recently, for instance, we heard a _ big 
corporation explaining how much money it 
made . . . and why. Its ideas were fine. 
Its points were good. It used charts, pointers, 
microphones . . . all the gimmicks. But the 
words and sentences were the kind that 
corporation executives use when they talk 
‘o each other . . . like “recipients,” “fluctu- 
ate,” “comparable” and “retained.” 

There’s nothing wrong with those words. 
Most people know what they mean. Only 
trouble is, they don’t use those words and 
those ideas every day. So, when they see 
them in print 

They don’t even bother to read them. 

“Strike” ads and “public relations” ads 
(with a few exceptions like the A&P) do the 
same thing. They use 
“conference” ideas. Thoughtful; learned 

and difficult. They should use sidewalk 
words and simple ideas. Clear; uncluttered 

. easy. Talk that gets their point across. 

That's why we “translate.” Turn big, 
lazy, vague talk into easy-to-read writing. 

There’s more to it than that, of course. 
Advertising that sells must do more than 
make prospects understand. It has to make 
them want. But that’s a matter of translating 
“features” into “appeals” . . . of putting 
oneself in the buyer's place. 

That’s our job. Translation. Translating 
words . . . ideas features . most of 
all, translating advertising dollars into sales 
income. When you need translating like 
that done, 


translate English into english 


Let us know. 
John & Bill 
Yeck and Yeck 


NUTS 


There was a silly article by James D. 
Woolf in the April 10th issue of Ad- 
vertising Age under title of “Sales- 
sense in Advertising”. J. Walter 
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“big shot” words .. . 


Thompson’s former vice president 
usually makes sense, but this time fell 
flat on his face in discussing Direct Mail 
volume, waste, tests and what not. So 
many people fall off the deep end by 
getting involved in the debatable ques- 
tion of “tests”. Woolf concluded his 
article: 

“Consumer acceptance” copy—‘re- 
mindership”—falls flat on its face when 
it is used by the direct mail order ad- 
vertiser. 

Holy smokes! what about the 40,- 
000,000 house magazines mailed month- 
ly in the USA? House magazines ARE 
Direct Mail. They are not designed 
for immediate sales. What about 
‘Cordial Contact” letters? What about 
retailers postal card advertising .. . 
building remembrance and institutional 
goodwill month after month? 

There sure is a lot of B-U-N-K 
handed out in this advertising business. 
No wonder some users of advertising 
are confused. But, praise be, some or 
most of the users, are more practical 
than the publicized “experts” 


REPORT ON A 
NEW VENTURE 


Dear Mr. Hoke: 

You might be glad to know that Mr. 
Russakoff's article on direct mail for small 
business, published in the January Reporter, 
was at least partially responsible for the birth 
of the above firm. (Far be it from us to 
give either of you more than second billing, 
and how’s that for a mixed metaphor?) 

The enclosed packet, going out to a sam- 
pling of 800 druggists in the Midwest, tells 
the story. Here’s where The REporTER came 
into it. 

As we said in the letter, we'd been strug- 
gling to find just the right kind of adver- 
tising, a kind we could afford which would 
also show results. Advertising in the neigh- 
borhood paper was no good. We coukin’t 
afford a full page ($100 a week) and any- 
thing less didn’t show up in the morass of 
chain store stuff. 

We tried some of the direct mail pieces 
prepared by national concerns for druggists, 
and sold to them at cost. It was cheap, it 
looked slick, but nothing happened. 

So we began experimenting with our own 
variety, first with letters, some with enclosures, 
some with simple art work. They did better, 
but not much. In desperation, or maybe in 
a moment of mad genius, we tried the en- 
closed card, “How Often Does This Happen 
at Your House?” 

It clicked immediately. And since then 
people tell us that they look forward to our 
mailings, that they feel good about calling us, 
etc. And they DO call. 

We were still a little dazed and still an- 
swering queries from other merchants in 
town about “how you go about getting those 
cards out” when your article appeared. We 
decided then and there that if it worked for 

(Continued on page 36) 
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ADDRESSING $4.50 THOUSAND 
No charge for our lists 
SPEEDADDRESS’ 

48-01 Forty-Second St., 
Long Island City 4, N. Y 
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mail order, agent ads 
We show you how 
Martin Advertising Agency 
15P East 40th Street, New York 16, N. Y 





ART 


BIG “$l” BARGAIN TO INTRODUCE 
my ready-to-use art service. Reg. $7.50 
; spot draw- 
ings by y to clip for 
offset paste-up uts. Excellent 
for direct mail. Many subjects, cata- 
logued, easy to find. No extra repro- 
duction fees. Guaranteed to please 
This value for limited time. Send $1 or 
purchase order today. Harry Volk, Jr., 
Box 207, Atlantic City 2, N. J 
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MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addresso- 
graph machines. We specialize in the 
re-manufacturing of used ribbons. Chi- 
cago Ink Ribbon Co., 19 S. Wells St 
Chicago, Ill 





WANTED 


1 good, used Elliott Model G, East and 
West Addressing Machine. Kozak, Inc., 
P Box 231, Batavia, New York 





us, it would work for other druggists. And 
that we could offer the service at a nominal 
price because our own labor costs (being in 
the family) are low, and because the card 
itself, printed in bulk, is inexpensive. 

We certainly think we have something here. 
We'll find out soon whether others think so. 
Thanks for the push, anyway. 

Audrew Schmidt 

Andrew Schmidt Associates 
1535 Westview Court 
Reading 15, Ohio 


REPORTER'S COMMENT: Mailing to druggists 
consisted of 2 page letter. 3 sample cards 
and an order form. Part of letter is inter- 
esting for it amplifies the story: 


Dear Druggist: 

We've got the answer to your advertising 
headaches—and it’s not aspirin 

We've got the way to increase your volume, 
it a minimum of effort and expense—and it's 
not magic. 

You see, I'm an independent druggist, own 
ing and operating my own store in a small 
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town. I know from experience how tough 
it is for a druggist to find just the right kind 
of advertising, at a price he can afford. 

But my wife (the “s” in “associates”) hap 
pens to be an experienced publicity and public 
relations counselor. We decided to see if 
together we could lick this problem and in 
the process, we experimented with every kind 
advertising we could afford, and some we 
couldn't. 


We finally found the answer. We know 
it’s right because our own increased volume ot 
business proves it. What did the trick was 
a once-a-month, inexpensive, friendly post-card 
mailing to the people in our town. The 
messages were warm, friendly, personal, and 
not “pushy” but they made people think 
SCHMIDT'S when they thought DRUG 
STORE. 

Since using these cards, we have been able 
to eliminate all other kinds of advertising 
a real case of greater returns jor less money. 

I'm enclosing a sample of our recent Valen 
tine mailing. Maybe on first sight it doesn’t 
look like much, but it boosted our greeting 
card sales over any previous record, and, as 
you know, this is a profitable item. 

We are prepared to make this series ava 
able to you for your personal use in your own 
community. We know that if you use our 
service, the people in your town will come t 
look upon your store as the friendliest, most 
obliging and most economical, drug store 
round. 

Some cards will mention § specific items 
found in the drug store, although none will 
be identified by brands—candy, greeting cards, 
ice cream, drugs, etc. Others will emphasize 
your prescription skills, your delivery service, 
your all-round willingness to please. All 
will be good will ambassadors for you and 
your store. 

Ex. et. 


It's a good pitch, and we hope it 
works. If so, there will be a few more 


successful “small businesses”. 


ADVICE TO 
MEN'S STORES 


The Grossman Clothing Company, 
79 Fifth Avenue, New York 3, N.Y. 
has a most unique “house magazine” 
which it sends to retailers each month. 
“Swatches” is the title . . . and a good 
one, for the “magazine” is made up of 
individual sheets, not bound together. 
It’s produced for Grossman by Wil- 
liams Advertising Agency, New York 
City. 

Both the client and the agency be- 
lieve in Direct Mail. The current issue 
contains two “swatches” or sheets 
giving eighteen different suggested 
layouts for post cards, which could be 
used by retailers to promote sales of 
men’s clothes. 

The explanatory copy on another 
“swatch” is so good . .. we must re- 
print every word of it. 
“ONCE-A-MONTH MAILING” belongs on 


every merchant's calendar 


Direct mail need not be expensive. It need 


not be a letter. It need not go first class 
It need not be reserved for sale events o 
season openings—but: 
1. It should go out on a consistent schedule 
2. It should be interesting 
3. It should create the impression that what 
ever your store does it does well. 


CONSISTENCY—That means about once 
i-month and no fooling. The first two 
months you may think you wasted your money. 
The third month you will have enough com 
ment to know that your direct mail is a real 
part of your operation. Consistency creates 
1 feeling that you are reliable and competent. 


2. INTEREST—Yes, sale prices are interest 
ing. But it is interesting, too, for your 
customer to know that every time he picks 
up one of vour cards he will learn a fact about 
tailoring or be amused by a _ headline. In 
time, the interest he has in your mailing will 
be reflected in an interest in your store. In 
stead of filling up mailings with windy words 
use facts: how many suits you have in a size; 
how many patterns you have in a color; de- 
scribe exactly where the waistline should be: 
tell the fellow what “lounge design” means: 
tell him that pressing may be even more im 
portant than sewing: tell him why he needs 
a blue suit. 


3. 4 GOOD IMPRESSION—Why should a 
fashion conscious man buy an $80 suit from 
a store that sends him cheap looking mail, or 
expensive mail in bad taste—badly selected 
type—poor paper—bad grammar? 

For firms that do not have a planned direct 
mail program, we recommend a single and 
basic operation along the following lines: 

V Use government size post cards—but do 
not use Uncle Sam's cards. Instead, ask 
your printer to show you some interesting 
papers—interesting colors—interesting tex- 
tures like linen finish or waffle weave. 

V Print these cards in various color combina- 
tions: brown ink on buff paper, green ink 
on gray paper, etc. 

V Plan at least three or four cards at a time 

-run them through the press together. 
This “gang run” will reduce your per card 
cost materially. 

V SUGGESTIONS FOR LAYOUT AND 
COPY ANGLES FOR A ONCE-A- 
MONTH MAILING ARE ENCLOSED 
ON A SEPARATE PAGE. Cards can be 
printed using illustrations cast from mats. 
Or cards can be lithographed using paste- 
up illustrations scissored from the Gross- 
man Mat Service. 

V Mail to your customers. Find other pros- 
pects in the telephone company’s street 
directory, Polk’s city directory, club lists, 
names taken from newspapers, _ lists 
of company directors available through 
your direct mail house. 

V Pick out an advertising agency or printer 
or mailing service you have confidence in— 
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SELECTED OWNERS OF U. S. PLEASURE 
CRAFT AND PRIVATE PLANES 
All-Male Purchasing Power Luxury 
Travel Adventure Technical 
Entire list completely circularized every 
60 days by our own publications. 97% 

address accuracy guaranteed. 

LISTS THAT PAY OFF. SEE YOUR BROKER 
BOAT & EQUIPMENT NEWS 
224 East 4lst Street, New York 17, N. Y¥ 
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then play ball. Encourage suggestions for 
copy, for improvement of type styles and 
methods of handling. 

V It may be a “rainy-day” assignment to 
have your salesmen address cards by hand. 
Typing by your office or mailing house 
looks more professional, however. Sten- 
cils are usually economical if you have 
more than six mailings a year and if no 
more than 20°4 of your list changes every 
vear. 


Tue Reporter salutes the Grossman 
Clothing Company its agency for their 
intelligent approach in helping the 
small business do a better merchandis- 
ing job. That’s what we, and Joe Rus- 
sakoff, have been talking about all 
these months. 

Direct Mail can be simple and inex- 
pensive. 

* * * 


Incidentally, E. S. Goldman of Wil- 
liams Agency, asked us: “How can 
retailers best develop mailing lists of 
men who work in office buildings near 
store?” Except for personal canvass, 
we don’t know. Do any of our list 
compiling friends have a better answer? 


GOOD SELLING 


H. A. (Hawk) Jenssen, Vice Presi- 
dent of Onox, Inc., 121 Second Street, 
San Francisco 5, California, is a con- 
tinuous user of Direct Mail. For years 
he has been sending out a monthly let- 
ter. His letterhead appears at the bot- 
tom of the sheet. At the top is a line 
reading “Hawk Talks”. He doesn’t 
use any fill-in, but his offset form letter 
is usually illustrated with a tie-in car- 
toon. Some of you may be interested 
in the March 10th letter, which was 
#45 in the series, 

What most people think,—‘ain’t necessar- 
ily so.” For example, most people think 
Portland Cement comes from Portland, Ore- 
gon, or Portland, Maine. 

But it doesn’t come from Portland any- 
where. It merely looks like Portland stone, 
which comes from England. 

Most people also think Chop Suey comes 
from China, but it doesn’t. It was invented 
in Brooklyn, New York—not by a Chinese 
but by an Italian. 

And the world-famous Italian dish, spa- 
ghetti, isn’t really Italian but Chinese. It 
was brought from China to Italy by Marco 
Polo. 

Most people would think you were crazy 
if you said that tomatoes, bananas, and pine- 
apoles are berries, but berries they are. 

Again, many people think that the way to 
treat or prevent Athlete’s Foot is with dis- 
infectants. But it isn’t. 

Disinfectants often weaken the skin and 
make it all the more susceptible to Athlete’s 
Foot fungi, as any skin doctor will tell you. 

Onox works in the opposite way. Instead of 
disinfecting the feet, Onox mineral salts 
toughen the shoe-softened skin. Once re 
stored to normal, the skin is its own best 
protection against the Athlete’s Foot fungus. 

Yours for foot health, 
(s) H. A. Jenssen 


ed 
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MORE ABOUT 
APPEAL LETTERS 


Dear Mr. Hoke: 

I am a new subscriber to your mag- 
azine, and I have found the first two 
issues (January and February) very in- 
teresting and helpful. 

The article “So—You Want to Raise 
Money by Mail” by William M. Proft 
(February issue) was very good. In 
our agency we have used letters to 
raise money for its support for the past 
four or five years. The fund-raising 
is not done entirely by mail, but the 
mailing effort has resulted in a much 
greater increase in income than through 
our memberships in Community Chests 
or through personal solicitation. 

Over a period of ten years the mail- 
ing list has been tripled. Formerly it 
was used to mail information, and then 
later the letters of solicitation were 
mailed with the information material. 
This is done four times a year. To 
the contributors and certain prospects 
are mailed additional information— 
annual reports, case stories, etc. 

This last Christmas, the contribu- 
tions doubled in amount of money and 
number of contributors over 1948. 

You commented in the January issue 
about the multiplicity of appeals from 
charitable organizations. These may 
be annoying to some people but to the 
less vocal and more numerous people 
such appeals are not resented if the let- 
ter is short and well-written and if in- 
teresting information is sent that shows 
what the money is used for. 

We all know that practically every- 
one does not support charitable organi- 
zations even to the point of one-fifth of 
the allowable tax deductions. If the 
privately-financed charitable organiza- 
tions are going to survive, they've got 
to sell themselves more than ever be- 
fore, to show the public that the services 
the public wants can be provided only 
by the measure in which the public will 
support the programs of the organiza- 
tions. 


Leon R. Lyle 


Superintendent 
American Home Finding As- 
sociation 


507 West Fourth Street 
Ottumwa, Iowa 





@ THE HELL-BOX is the intriguing and 
not profane name of house organ issued 
by Williams and Marcus Company, 424 
South Tenth Street, Philadelphia 47, 
Pennsylvania. “Hell-Box” as most of 
you know is an age-old printers term 
for the box used to collect odds and 
ends of type, cuts, etc. for resmelting 
into new type. Good job ... and 
cleverly handled. 
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“ONLY A MINUTE 
‘may bring you 

$50 to $2500 EXTRA 
EVERY YEAR!” 





MOSELY SELECTIVE LIST SERVICE 








@ Will You “swap” “ONLY” 
A MINUTE for real EXTRA 
DOLLARS for YOU? 


“ONLY A MINUTE” to tell us 
all about your Mail Buyers 
or Users, Inquirers, Prospects 
for one-time rental address- 
ing for a few non-competing 
MOSELY VOLUME ORDER 
SELLERS each year will de- 
liver fine  profit-bringing 
MOSELY CHECKS to you. 
Plan to register EXCLUSIVELY 
NOW with 


Dept. RE-5 


36 NEWBURY STREET 


BOSTON !6 
“MOSELY sends the CHECKS” 

















Looking for a new ‘‘stopper’’ headline—-a better 
approach to your sales story? Let my fresh 
eye discover it—improve the pull of your mail- 
ings. Send me your layout and copy problem 
for letter of suggestions, and case history folder. 
Among my direct mail clients: Parent’s Maga- 
zine, Journal of Living, Benton & Bowles, Har- 
per’s, Schwab & Beatty, Thwing & Altman. 
When mailings call for a change of pace call 

GAYLORD JOHNSON, ORegon 7-S1(0 
SS East 10th Street, New York 3, New York 


TS 
DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Mail Sales Package 
Include Outgoing Envelope, Sales 


Letter, Order Form, Return Envelope. 


Delivered Ready to Address. 


Write 
THE SAWDON COMPANY, INC. 
484 Lexington Ave., New York 17, N. Y. 





When you| Remember 


anee WM. F. RUPERT 
RECENT [compiler of NATIONAL 


BIRTH LISTS EXCLUSIVELY 
BIRTH 


for the past fitty years. 
LISTS 


90 Fifth Ave., New York 11 
OR 5-3523 

















LETTERS... 


Maybe it’s old fashioned (though we 

doubt it) but, after thirty years, were 

still specializing in the same thing 
letters. 


We Multigraph them 
clean and clear 


We Process them... 
for fill-ins 
We Jontype them 
for better letters 


We Auto-type them... 
beauties, every one 


And naturally, we've developed an 


1ccurate typing staff for matched ad- 
dressing and filling-in. And the mailing 
jJepartment to get your work out in 


and on time 


THE 
ST. JOHN ASSOCIATES, INC. 


Dependable Direct Mail Service 


75 West 45th Street 
LUxemburg 2-3344 
New York 19, N. Y. 


USE GOVERNMENT PHOTOGRAPHS 
= 


Put The World’s 
Greatest Photographer 
To Work For You. 


This new manual-catalog cen- 
tralizes tor the first time the 
vast reservoir of lt Ss Gov't photography 
produced by over 100 gov't agencies Has 
indexed selection of 672 desirable black-and- 
white photographs for commercial and edi- 
toriv!l use. Photo-printed in miniature on 


order 








looseleaf sheets, each bearing an identifying 
number Allows user to study actual photo- 
graphs and conveniently order his selection. 
There's a valuable explanatory text All 
pictures are in public domain and are ob- 
tained through permission and cooperation 
of gov't agencies Search services for re- 


quirements not cataloged (Including color 


stills and motion pictures.) 


Send $7.50 
for your | 
copy post- © 
paid. De- © 
Free. 





Washington Commercial Co., Dept. M 
1200 15th St., N.W., Washington 5, D. 








PITIFUL SITUATION 


Two companies (two so tar as we 
know) are deluding a lot of poor, sense- 
less females. One is in Miami, Florida. 
The other in Cleveland, Ohio. Both 
run small ads in newspapers and maga- 
zines .. . offering amazing opportuni- 
ties in “home addressing work”. One 
goes so far as to hold out the promise 
of $50. per thousand income. 


Through a dummy name, we sent 
one buck to the Miami outfit for the 
booklet of instructions and the “list of 
firms using home addressers”. 


It’s the phoniest set-up imaginable . . . 
but possibly just within the line so far 
as Post Office inspectors are concerned. 
We examined the list. THe Reporter is 
on it... which explains why we have 
been deluged with letters from many 
women asking for our addressing . . . 
all in about the same wording. Some 
as far away as California. We've never 
bought any home addressing. The list 
offered by the Miami outfit is obviously 
copied from telephone books. We 
checked Syracuse, New York, for ex- 
ample. Our old friend, Bert Osborne is 
listed three times . . . under his personal 
name and the two different names for 
his company. Somebody should do 
something to stop this racket. The 
women deluded are given form letters 
to use in soliciting business and a mail- 
ing list which is practically 100°, worth- 
less. If the P. O. can’t stop it, couldn’t 
the Better Business Bureau notify the 
publishers of newspapers and maga- 
zines that acceptance of advertising 
from these outfits is causing loss to their 
readers? How about it? 


WHEN A WOMAN'S 
THINKING FAILS 


The husband was running around 
lcoking for his hat, when his wife 
asked him what he wanted it for. 

“That fellow Smith across the street 
just phoned and asked if I could lend 
him a corkscrew,” replied the husband. 

“Well, why should you deliver it? 
Let him come and get it, or send over 
after it,” said the wife. 

A look of deep sorrow and dejection 
spread over his countenance. 

“My dear,” he said, “that remark of 
yours sums up in its entirety the weak- 
ness of woman’s wisdom. It is because 
of such reasoning as that that women 
cannot lead armies, control nations, 


be President, or take any outstanding 
part in the affairs of the world.” 
* * * 

Above taken from The Nashua Cav- 
alier, house magazine of The Nashua 
Gummed & Coated Paper Company, 
Nashua, New Hampshire. Edited by 
Thomas Dreier. 


AN X LETTER 


Don Rogers of The Rogers-Miller 
Company, 335 Second, N. W. Canton 
2, Ohio, is always thinking up some 
new stunt to promote the services of 
his company. (This Reporter visited 
the plant in February when he talked 
at Canton Ad Club. How it’s grown 
since the first visit twenty-five years 
ago!) 

Some of you might get an adaptable 
idea from Don’s April first letter. (He 
mails once a month without fail.) 

Filled-in, multigraphed letter: 


Dear Mr. Hoke: 

The letter “X” can reach the heights as 
the crossed rods of a television aerial or 
descend to the depths as the signature of an 
illiterate one. 


But X can also mark the spot—the spot 
where some uninformed EX-advertising man- 
ager bounced at the foot of the stairs. 


But it is much better to probe that letter 
“X" right now, to x-amine the x-treme x- 
travagance x-hibited when x-tinct methods 
x-ist in the x-ploitation and x-planation of 
x-ceptional products or services. 

X-ponents of x-pedient x-ploitation x-hibit 
X-pert X-ercise of x-perienced X-ecutive wisdom 
when they x-tend to us the job of x-ecuting 
their mailings. 

X-perience to x-cel even under x-acting 
circumstances is x-emplified in Rogers-Miller 
service, 

X-amine our x-ceptional facilities, x-panded 
to give x-pedient service to your x-act needs. 

So, on this April fool’s Day, we ain't foolin’ 
when we say, “Go ahead, x-onerate yourself 
from tedious detail. X-pose us to the job 
you want done next. X-pect good returns 
and x-ult in your discovery of perfeXion.” 

Cordially, 
X 
(signed in blue ink) 
THE ROGERS-MiLLER COMPANY 


That signature gives it the final 
touch. 


MIDDLE ENGLISH 
MUDDLE 


This puzzle we swiped from Check 
your Wits (Whittlesey House), and it’s 
no fair looking on page 40 until you’ve 
at least tried to solve it. 

A couple of archaelogists exploring 
the island of Qwertyuio>, found this 
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inscription on a rock among the Chris- 
topher Shoals: 


No Wist He Tim Ef Grall 
Goodmen; Co Comet Othea 
3 Boft Hep Arty. 


“It must have been inscribed in the 
fourteenth century; the style is obvious- 
ly Chaucerian,” finally ventured one 
graybeard. 

The other agreed. “Yes, this seems 
to be a fragment of Chaucer’s account 
of Timothy the astronomer. ‘Wist’ is 
archaic for ‘know, and apparently 
Chaucer is saying that Tim distrusted 
and did not want to know people, par- 
ticularly those who orally proclaimed 
themselves ‘goodmen.’ Instead, he 
‘doft’ his hat to the comet Othea, as 
being ‘hep, arty,’ that is, ‘all knowing, 
all aesthetic.’ ” 

But the learned scientists were wrong. 
Re-reading the geography of their ex- 
plorations for clues, can you interpret 
this message correctly, and tell in what 
century it was written? Check your 
answer with page 40. 


REPORTER'S NOTE: Well... we swiped it 
too. from “The Postage Stamp.’ syndicated 
house magazine used by lettershops and dis- 
tributed in New York City by Globe Mail 
Agency. 150 West 23rd Street. 


LETTER GRAPHICS 


Alan Brentano of Keller-Crescent 
Company, 20 Riverside, Evansville 8, 
Indiana, sent us copies of the 4 by 5 
inch, 20-page booklet his company has 
just distributed to customers and pros- 
pects., It contains nine examples of 
styling for the physical appearance of 
typed letters. It was adapted (with 
permission) from our original article 
and Jayout in the March 1949 Reporter 
(revised in March 1950). 

Alan has done a fine job. He and his 
company deserve a pat on the back for 
promoting better letters for K-C does 
not sell letter production. But they 
realize how important letters are in in- 
creasing the power and effectiveness of 
all other printed promotion. Write to 
Alan ... and sell him on the idea of 
sending you a copy of his “Gremlin” 
booklet. 

* * * 

Incidentally . .. Alan, when sending 
copies of booklet. also told us a fascina- 
ting story of a friend of his (a former 
combat aviator) who started a “sky 
service” for baby chicks. It’s too good 
a story for a short item . . . so we are 


MAY 1950 








asking Alan and Ellis Carson to give us 
complete facts for our big Convention 
Issue in September. 


HOW TO GET ALONG 
IN WASHINGTON 


James P. Selvage of Selvage & Lee, 
New York City, speaking at a luncheon 
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down handle. 
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INSERT & CLOSE. Slip punched 
material on open rings. Close 
and remove finished book... Compony 
up to 250 an hour. 
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OPEN BINDING. Binding mo- 
chine quickly opens all rings 
mechanically. 











Mail coupon for details and SPECIAL TRIAL OFFER 





meeting of the University of Southern 
California’s two day public relations 
conference, gave the following in- 
teresting precepts for relations with 
Government bureaus and with Con- 
gress. Direct Mailers might find these 
points of value: 

1. Don’t let anybody gag you. 
story to the press. 

2. Don’t think you gain by appeasing petty 
bureaucrats. 

3. Know your stuff and prepare carefully. 
If you do, you will likely know more 
than the people you are confronting. 

(Continued on page 40) 


Give your 





right in your own office 


Costs only a few cents per book 


Here is the most practical binding system ever 
designed for the office. With this compact equipment, 
which costs no more than a typewriter, you can 
bind all shapes and sizes of loose sheets into 
attractive, prestige-building books, catalogs or 
presentations...all in a matter of a few seconds. 
Compels attention for your message. And the 
binding costs less than half what you pay for 
old-fashioned fastener-type covers. Every page turns 
smoothly on the multiple colorful plastic rings, 
lies perfectly flat, regardless of how stiff the 

paper is. Letters, photographs, charts and other 
inserts can be easily bound into the book at 

any point. Fill in and return the coupon for full 
information about GBC’s SPECIAL 
TRY-IT-IN-YOUR OWN OFFICE PLAN. 


General Binding Corporation 
803 W. Belmont Ave., Dept. RD-5, Chicago 14, Illinois 


U. S. and Foreign Patents have been applied tor 
on GBC Binders and on GBC Binding Equipment 





General Binding Corporation, Dept. RD-5 
Without obligation, please send me Bulletin 2300 
describing your new low-cost portable GBC plastic 
binding equipment... also 2 handy memo books 
bound this modern way. Tell me how | can try out 
this equipment in my own office. 
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Be as alert to express your appreciation 
to your Senator or Congressman as your 
indignation 

>. Keep your representatives in Congress 
informed. They can’t know your prob 
lems by instinct. They appreciate facts. 
But don’t send the office boy to see them 


Know our Congressional Committees, 
not only the members, but the counsel, 
the investigators. Explore their back 
grounds. 


When giving testimony, remember you're 
an American citizen and don’t let any 
me push you around. Be as vigilant 
is a Communist. Take full advantage 
your constitutional rights 

%. Don’t depend on lobbying Take vour 
story back to the people where govern 
ment propaganda goes. Have plenty of 
press releases at Congressional hearings 
for what the public hears or reads is 
often more important than what goes 
into an unread record. 

) If you must retain an administration 
pal, check him first with established con- 
tacts. It may cost you half as much 
for twice the service. 

10. Take a turtle along for observation. He 
progresses only when he has his neck out 


SOLUTION TO MIDDLE 
ENGLISH MUDDLE 


The message is: “Now is the time for 
all good men to come to the aid of the 
party.” This adaptation from Paine is 
strictly Twentieth Century, what with 
QWERTYUIOP being the top letters 
on the typewriter keyboard and Chris- 
topher Sholes being the inventor of 
this wOn¢rfu!! maé%in&. 


GOING AFTER A JOB 
WITH STUNTS 


Howard H. Becker, 814 East 150th 
Street, New York 55, N.Y. has been 
looking for a job. He’s been mailing 
personal letters to agency presidents 
with this message: 


Dear Mr. Blank: 

Spring is about here! The season calls 
for careful selection of seeds . . . seeds 
that will yield you profitable returns. 

As a consumer of advertising personnel 
ind as a company that can profit by using 
a quality product, I am sending you a packet 
BECKER SEEDS. 

These seeds have been favorably tested 
in many ways and show a high percentage 
0 idea germination. Tests show a tendency 
toward creative visualization and copy, with 
substantial experience in creative production. 

If you are interested in reaping a bountiful 


harvest from your personnel, you'll want to 
examine . . and order this seed package 
NOW 


Yours truly, 
Howard H. Becker (signed) 





Attached to letter is what at first 
appears to be a packet of seeds. But 
it turns out to be a trickily folded cir- 
cular. When opened it gives Howard's 
background and picture. Also there 
are instructions for refolding the cir- 
cular and using it as a return envelope, 
setting time for interview. We hope 
it worked. Maybe it’s too clever 
but it shows real originality and spar- 
kle. And, as George Kinter says, some 
of both are badly needed in this busi- 
ness of advertising. 


ATTACKS ON 
DIRECT MAIL 


It is all so silly!’ Why don’t the pro- 
moters of other media stop attacking 
their “competitors” and stick to 
explaining the advantages of their own. 

There’s a place for all media. A 
right place. 

For instance, Outdoor Life mailed a 
promotion letter in April which in- 
cluded this statement: 

What's more you can still advertise in the 
June OUTDOOR LIFE at last year’s rates 
which are the lowest in the field for top- 
quality sportsmen. A full column costs only 
$790 which is less than 99¢ per thousand paid 
sportsman-readers. Think of it! If you were 
to send a penny postcard to 1,000 prospects 
it would cost you $10 just for the postcards 
alone! 

That argument should have died 
with Arthur Brisbane, who invented it. 

Another instance: Radio — Daily, 
on March 2Ist, printed an editorial 
commenting on the large amount of 
mail crossing the editor’s desk. Here’s 
part of it: 


“Motivated by short-sighted economy broad 
casters have taken to the mail advertising 
method in numbers lately. These pieces, 
many similar in appearance and contents, are 
fluttering into the trade like a mid Winter 
snowfall. A few of the distinctive pieces are 
read, others chucked into waste paper baskets, 
without any consideration whatsoever. Some 
serve as color charts for secretaries planning 
in Easter wardrobe. 

“Many pieces are large, others accordion 
pleated, and still others in freakish die-cut 
folders with wild splashes of color and gro 
tesque art. For the most part they defy filing 
and have little or no reference value or other 
form of usefulness to the recipient. 

“Which all adds up to what we wanted to 
sav in the first place. The same amount of 
money channeled into display advertising 
would accomplish far more for the advertiser 
and would impress competing media with the 
effectiveness of radio and television as a vital 
sales force.” 


Which, again, is pretty silly. Just 
how could advertisers be impressed 
with effectiveness of radio by silent dis- 
play advertising? 

Short-sighted editorials like this hurt 
all advertising. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


A LOGICAL PROTEST 


April 6, 1950 
Dear Henry, 

My dentist took advantage of my 
helplessness last Saturday to register 
his protest against a lot of direct mail 
he receives. 

You will agree that his complaints 
are justified. 

He has no fault to find with repu- 
table companies such as Abbott Labora- 
tories, but does object to being on every 
“sucker” list. His particular gripe is 
against those companies and _individ- 
uals who send him unsolicited mer- 
chandise and then follow up by asking 
him to either pay for it or return it. He 
ignores the letters but conscience won’t 
let him use the material. He just 
throws it away. 

One recent incident still rankles. An 
Ohio man sent him a screw driver by 
mail and asked for $1.00 in payment. 
The screw driver (it was really four 
screw drivers in one) could be bought 
in any hardware or five-and-ten for 49¢ 
or less. 

The morning of my appointment he 
had received a card and a reply enve- 
lope from the sender asking for pay- 
ment. 

He is also disgusted with some of the 
material he receives from the Disabled 
American Veterans, the AMVETS, 
and other charitable and some semi- 
charitable organizations. Can’t say 
that I blame him, and told him as 
much. I know also that you and the 
DMAA are in agreement with me on 
this. 

At my request, Dr. Merchant is go- 
ing to save all such future mail he gets, 
as well as the high percentage of offers 
of obscene literature and pictures that 
reach him 

I've got an idea I can interest the 
post office in such a collection. 

Sincerely yours, 

C. A. Everhart 

Jas. H. Matthews & Company 
3942 Forbes Street 

Pittsburgh 13, Pa. 

PS: Just how would a person go 
about returning ‘a screw driver in a 
regular reply envelope? 

REPORTER'S NOTE: Good for you and Dr. 
Merchant. We hope the bill introduced in 
to make definitely 
illegal the sending of unordered merchandise 


Congress will pass 


by mail. At present. the Post Office simply 
frowns on it and rules that recipients are 
under no obligation to return goods or pay. 
Direct Mail people should spread this word 
around . . . making it too hot and unprofit- 


able for the culprits. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING 
Creative Mailing Service, Inc.. 24 South Grove St., Freeport, N. Y. 


ADDRESSING — TRADE 


Snapins Typing Service .68-12 Roosevelt Ave., Woodside, N. Y. 


ADVERTISING AGENCY 
Martin Advertising Agency 15PA East 40th St., New York 16, N. Y. 


ADVERTISING ART 
Gaylord Johnson oceswesween 55 East 10th St.. New York 3, N. Y¥ 
Raymond Lufkin ....... 118 West Clinton Ave., Tenafly, New Jersey 


AUTOMATIC INSERTING 
Raymond Service, Inc... ..160 Fitth Ave., New York 10, N. ¥ 


AUTOMATIC TYPEWRITERS 
Amer, Automatic Typewriter Co., 610 N. Carpenter St., Chicago 22, Il 


AUTOMATIC TYPEWRITING 


Ambassador Letter Service Company. ...11 Stone St., New York 4, N. Y. 
Hooven Letters, Inc......... .s52 Fourth Ave., New York 10, N. Y. 


BINDING EQUIPMENT 


General Binding Corporation. .808 W. Belmont Ave., Chicago 14, Illinois 


BOOKS 
Graphic Books, Inc.... ........ 17 East 42nd St., New York 17, N. Y. 
Harry Volk, Jr ‘ ...209 Central Blidg., Atlantic City, N. J 


COMPOSING MACHINES 2 
Ralph C. Coxhead Corp.. .720 Frelinghuysen Ave., Newark 5, N. J. 


DIRECT MAIL AGENCIES 


PPT ...-Orion Road (6) North Canton, Ohio 
D. H. Ahrend Company, Inc..... 325 East 44th St., New York 17, N. Y. 
Homer J. Buckley & Associates, Inc..57 E, Jackson Blvd., Chicago 4, Ill. 
Circulation Associates............ 1745 Broadway, New York 19, N. Y. 
Dickie-Raymond, Inc..............- 80 Broad Street, Boston 10, Mass. 
Duffy & Fabry, Imnc........... .633 N. Water St., Milwaukee 2, Wis. 
McNulty Advertising Agency....310 W. Washington St., Chicago 6, Il. 
Mailograph Co., Inc...........-.- 39 Water Street, New York 4, N. Y. 
Paul Muchnick Advertising TTT 150 Nassau St., New York 7, N. Y. 
Reply-O Products Company....150 West 22nd St., New York 11, N. Y. 
Paul Smallen Advertising........4 320 Broadway, New York 7, N. Y. 
Tested Sales Producers, Inc..... 131 West 53rd St., New York 19, N. Y. 
Philip J. Wallach Company....150 East 35th St., New York 16, N. Y. 


DIRECT MAIL TRAINING COURSE 


Mowry Takte. ..ccccccwccsecses 17 East 42nd St., New York 17, N. Y. 
ENGRAVERS—Steel and Copper Plate 
Garrick Printing Company...... 54 West 2ist St., New York 10, N. Y. 
ENVELOPES 
American Envelope Mfg. Corp.....z6 Howard St., New York 13, N. Y 
The American Paper Products Co............... East Liverpool, Ohio 
Atlanta Envelope Company........ Post Office Box 1267, Atlanta 1, Ga. 
Atomic Envelope Company...... 108 West 17th St., New York 3, N. Y. 
Cupples-Hesse Corp..... 4175 N. Kingshighway Blvd., St. Louis 15, Mo. 
Samuel Cupples Envelope Co., Inc...360 Furman St., Brooklyn 2, N. Y. 
Curtis 1000, Inc... ....cccccccccces 380 Capitol Ave., Hartford 6, Conn. 
Garden City Envelope Co..... 3001 North Rockwell St., Chicago 18, Il. 
M. & G. Envelope Company........20 West 22nd St., Ne ow York, N. A 
Massachusetts Envelope Co......... 641 Atlantic Ave., Boston 11, Mass, 
McGill Paper Products, Inc....... 501 Park Ave., Minneapolis 15, Minn. 
The Standard Envelope Mfg. Co...1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation..... .: 345 Hudson St., New York 14, N. Y. 
Tension Envelope Corporation.19th & Campbe / Sts., Kansas City 8, Mo 
Tension Envelope Corporation. ..5001 Southwest Ave., St. Louis 10, Mo 
Tension Envelope Corporation. ..123-129 N. Second, Minneapolis 1, Minn 
Tension Envelope Corporation....1912 Grand Ave., Des Moines 14, lowa 


Kwees Springfield 2, Mass. 
22nd St., Cleveland 1, Ohio 


United States Envelope ne cocccevcse 
The Wolf Envelope Company....1749-81 E. 








ENVELOPE SPECIALTIES 
The Sawdon Company, Inc..... 480 Lexington Ave., New York 17, N. Y. 
Tension Envelope Corporation.19th & Campbell Sts., Kansas City 8, Mo. 


LABEL PASTERS 
Potdevin Machine Company.......... 1281-38th St., Brooklyn 18, N. Y. 


LETTER GADGETS 
Hewig Company ‘ 15 West 45th St New York 19, N. Y¥ 
A. Mitchell... ..ccccccccccees 111 West Jackson Blvd., Chicago 4, II. 


MAIL ADVERTISING SERVICES (Lettershops) 


Advertisers Mailing Service, Inc..... 915 Broadway, New York 10, N. Y. 
Benart Mail Sales Service, Inc.....228 E. 45th St., New York 17, NY. 
Century Letter Co., Inc......... 48 East 2ist St., New York 10, N. Y. 
A. W. Dicks & Co.............24 Adelaide St., W., Toronto 1, Canada 
James Gray, Inc..............216 East 45th St., New York 17, N. Y. 
BiaMesresh Co.. UWS... cacccecsses 39 Water St.. New York 4, N. Y. 
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ae ..200 Adelaide St.. West, Toronto 1, Ont., Canada 
The Rylander Company.............. 19 S. Wells St., Chicago 6, Il. 
The St. John Associates, Inc. 75 West 45th St., New York 19, N. Y 
Woodington Mail Adv. Service...... 1316 Arch St., Philadelphia 7, Pa 
MAILING LISTS 

Boat & Equipment News........224 East 41st St., New York 17, N. Y. 
Bookbuyers Lists, Inc............. 363 Broadway, "New York 13, N. Y. 
Boyd’s City Dispatch, Inc...114-120 East 23rd St., New York 10, N. Y. 
George R. Bryant Co., Inc.......595 — Ave., New York 22, N. Y. 
re ere er . O. Box 146, Piqua, Ohio 
( — Mailing Service, Inc., 24 ‘South es St., Freeport, L. I., N. Y. 

oe t... 2 |. | Serre ere 80 Broad St., Boston 10, Mass. 
Dunhill List Company............ 5665 Fifth Ave., New York 17, N. Y. 
Fisher-Stevens Service, Inc.......3 Hudson St., New York 14, N. Y. 
Guild Company ; ice eenws 76 Ninth Ave., New York 11, N. Y. 
Industrial List Bureau........... .45 Astor Place, New York 3, N. Y. 
Willa Maddern, Inc.......... 215 Fourth Ave., New York 3, N.Y 
J R. Monty’s Turf Fan Lists. .201 East 46th St., New York 17, N. ¥ 
Mosely Selective List Service........4 38 Newbury St., Boston 16, Mass 
Names Unlimited, Inc.........4 352 Fourth Avenue, New York 10, N. Y 
National Birth Records Co.......31 East 27th St., New York 16, N. Y. 
New Outlet Surveys..............33 Union Square, New York 3, N. Y. 
Official Catholic Directory Lists ....12 Barclay St., New York 8, N. Y. 
W. S. Ponton, Inc..... 635 Avenue of the Americas, New York 11, N. Y. 
ee ee 90 Fifth Ave., New York 11, N. Y. 
James E. True Associates........ 47-30 33rd St., Long Is. City 1, N. Y. 
World Wide List Company. 7 West 56th Street, New York 19, N. Y 


MATCHED STATIONERY 
Tension Envelope Corporation.19th & Campbell Sts.. Kansas City 8, Mo. 


MESSENGER SERVICE 
Airline Delivery Service.......... 60 East 42nd St., New York 17, N. Y 


METERED MAIL EQUIPMENT 
Pe reer ere ee ee Stamford, Conn. 


OFFSET PRINTING 
Advertisers Service Litho Corp. ..161 Ww est Harrison St., Chicago 5, Il] 


Bachman Reproduction Service........ 26 250 E. 43rd., New York 17, N. Y¥ 
PAPER MANUFACTURERS 

. 2. ~~... | eee ee oe Appleton, Wisconsin 

Hammermill Paper Company.........6.-eeeeeeseee Erie, Pennsylvania 

International Paper Company....220 East 42nd St., New York 17, N. Y. 

Rising Paper Company... ..ccccccscccccces Housatonic, Massachusetts 


PHOTO ENGRAVERS 


Pioneer-Moss, Inc .460 West 34th St.. New York 1, N.Y 


PHOTO RETOUCHING AND ART 


Joan Bishop...... cocccccecescces ce Wane Ot.. Mimira, N. Y. 
PHOTOGRAPHS 
Eye Catchers....... ...-10 East 38th St., New York 16, N. Y 
Washington Comme srcial Co, ..1200-15th St., N.W., Washington 5, D. C. 
PLATES & STENCILS 
Remington Rand, Inc...........+..... 2 Main St., Bridgeport 1, Conn. 
POSTCARDS 
Moss Photo Service, Inc... 155 West 46th St., New York 19, N. Y. 


PRINTERS & LITHOGRAPHERS 
Advertisers Service Litho Corp..161 West Harrison St., Chicago &, Ill 


BPOONEPA PYOGR... ccccccccccees 335 Adams St., Brooklyn 1, New York 
CE PMI 5005s 00h ccecectesesnstuuenesss South Lancaster, Mass. 
Tae Beem OF TPMD. «ic 0s co cevess 30 Irving Place, New York 3, N. Y. 
Paradise Printers and Publishers.............0eeee0005 Paradise, Pa. 
Peerless Lithographing Co........ 4305 Diversey Ave., Chicago 39, III. 


Stecher-Traung Litho. Corp., 274 N. Goodman St., Rochester 7, N. Y. 


PRINTING EQUIPMENT 


Harris Seybold Company.......... 4510 East 71st St., Cleveland 5, Ohio 
Rapid Roller Company.............++++ Fed*ral at 26th, Chicago, IN. 
Southworth Machine Co............... 31 Warren Ave., Portland, Maine 


QUANTITY PHOTOGRAPHS 
J. J. KK. Copp-Art...cccccsces 165 West 46th St., New York 19, N. Y¥ 
Moss Phovo service, Inc ° .155 West 46th St., New York 19, N. ¥ 


STAPLING MACHINE 


Diag COMMPRET co ccc ccarcevsecenss 68-78 Jay St., Brooklyn, N. Y. 


STENCIL CUTTING & ADDRESSING 
Creative Mailing Service, Inc......... 24 So. Grove St., Freeport, N. Y. 
Schoenteld Co : .340 East 44th St., New York 17, N. Y. 


TRADE ASSOCIATIONS 
Direct Mail Advertising Assn..... 17 East 42nd St., New York 17, N. Y¥. 
Mail Advertising Service Assn. ..18652 Fairfield Ave., Detroit 21, Mich. 
TYERS 
National Bundle Tyer Company Seer ere Blissfield, Michigan 


TYPE FACES 
American Type Founders Sales Corp........... Elizabeth, New Jersey 


TYPEWRITERS 
Internat’] Bus. Machines Corp...590 Madison Ave., New York 22, N. Y. 
Remineton Rand, Inc......... 315 Fourth Avenue, New York 10, N. Y 


TYPOGRAPHERS 
King Typo........+seeese++-330 West 42nd St.. New York 18, N. Y. 
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lish readers. Maybe some of our 
American house magazines could do 
this in reverse when mailing to foreign 
countries. 


JJ) 


@ DIRECT MAIL ADVERTISING is a 
very important part of the advertising 
program of Caterpillar Tractor Com- 
pany, Peoria, Illinois. During the past 
three months more than two million 
pieces of Direct Mail advertising were 
created and distributed from “Cater- 
pillar” to the far corners of the world. 
The two million {gure includes twenty- 
one different booklets, some printed in 
four languages. If put end to end, the 
estimated Direct Mail literature to be 
issued by “Caterpillar” during 1950 
would extend from New York to Kansas 
City. A long jump. 


eee 


@ “KEYS TO ELECTRI-CONOMY”... 
is the name of a new business film just 
released by Remington Rand. At pre- 
view recently ... it was consensus 
of opinion that this is one of the best 
commercial movies ever produced. 
Professional actors, sound and photo- 
graphy. Shows advantages of electri- 
fication of typewriters in a light and 
friendly fashion. Available for show- 
ings at clubs, etc. from any Remington 
Rand office. 


Pk 
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@ HERE’S NEWS for some of you old- 
timers in the Direct Mail Business. Re- 
member Elmer J. Roeper. who helped 
start the M.A.S.A. and who came from 
Tanki Letter Service, Pittsburgh, in 1923, 
to be business manager of Postage and 
The Mailbag for John Howie Wright? 
Later on he took over management of 
some of the Wright Pattern Companies. 
On March first of this year, he resigned, 
and with a friend, purchased the Cliff- 
side Body Corporation of 230 Laird Ave- 
nue, Cliffside Park, N. J. (Make custom- 
built bodies for trucks.) Seems a far 
cry from fashion patterns ... but Elmer 
is putting his Direct Mail experience and 
his administrative ability to work... 
and Cliffside Body is going great guns. 
He says the latch-string will always be 
out for his many friends in the Direct 
Mail Fraternity. 


JJ 


@ POST CARDS have been discussed 
frequently in The Reporter. Mostly... 
the economical kind. But did you know 
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you can buy beautiful four-color pro- 
cess cards for as low as 5¢ each in 2030 
lots, and for one penny each if you can 
use 100,000? Just saw the price list and 
sample folder of Moss Photo Service, 
155 West 46th Street. New York 19, N.Y. 
Write for it. Some mail order concerns 
are using this Tekni-Color process very 
successfully. 


JJ) 


@ INTERESTING TECHNIQUE is being 
used by Cotton Fire and Marine Under- 
writers of Memphis, Tennessee. Monthly 
bulletins, printed in two colors, on thick 
81, by 11 inch Bristol stock, are being 
mailed to owners and managers of cot- 
ton warehouses, compresses and gins. 
Attractive two-color envelopes are de- 
signed for each. Bulletins are pictorial— 
and drive home dangers of fire risks. 
Have been mailed each month since 
May 1949. Field surveys show they 
have been posted prominently in the 
plants of recipients. That's Direct Mail 
with a two-edged sword. 


JJ) 


@ “ESTABLISHING AND OPERATING 
a Letter Shop” is the name of a 34-page 
booklet now available from Superinten- 
dent of Documents, U. S. Government 
Printing Office. Washington, D. C. It 
was prepared by Department of Com- 
merce as part of their series of Small 
Business Manuals. Price 15 cents. Writ- 
ten entirely from small shop viewpoint. 
Good background material. 


JJ) 


@ PAT AND BOB deSombre (Kiplinger 
Washington Agency. Washington 6, D. 
C.) produced a clever folder to an- 
nounce arrival of daughter Diane. Three 
wing pink folder. Unprinted on outside. 
Center inside carried just six lines of 
facts. Attached to one wing... a blue 
ribbon. On end of ribbon a collapsible 
miniature child’s block—A, a, B, b, 1, 2. 
When folder is opened, a rubber band 
inside miniature opens the block and it 
dangles from the ribbon. At first glance 
+.» you wonder how it carried through 
the mail. Congratulations to Pat, Bob 
- and Diane. 


JJ) 


@ BAMBERGERS Department Store, 
Newark, N. J. came out with a Vol. 1, 
No. 1 house magazine for employees 
late in March. Editor is Jane Reif. News- 
paper style, four pages. No name or 
title on first issue. Editor is running a 
contest among employees to find best 
name. Good way to stir up interest in 
a new publication. 


JJd 


@ WHAT'S THIS? The publishers of 
“Business Letters That Click” recently 


made a mailing consisting of a form 
“letter” and return post card. The “let- 
ter” was not a letter. Typical display 
space copy. No signature at bottom. 
When you advertise a better letter book 
... it's a good idea to use a good letter 
to promote it. 
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@® HARPER’S MAGAZINE will celebrate 
its Centennial with a special deluxe 
issue this coming October. Genpral 
Manager. David Frederick (friend of 
OWI days) sent us the 13!/, by 10 inch, 
40-page (also deluxe) brochure being 
used to promote the Centennial Issue. 
A magnificent job, titled: “Harper's 
Next Hundred Years.” Although de- 
voted mostly to looking ahead, it gives 
interesting highlights of the history and 
advertising appearing in a magazine 
which started when slavery was still 
in force ... maybe you can get a copy 
of this museum piece by writing to Dave 
at 49 East 33rd Street, New York 16, N. Y. 
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@ LILA CASADY who operates the 
Mail Advertising Bureau, 209 Seneca 
Street. Seattle. and is also Executive 
Secretary of Seattle Advertising Club 
. .- had a disastrous fire on March 11. 
But Lila and her partner, Edith Scott, 
managed to meet all mail deadlines— 
and saved mailing lists and Ad Club 
records. While repairs were being 
made... they operated from temporary 
quarters down the street. Clever direct 
mail pieces telling about it all ... 
possibly offset most of the harm done 
by the fire. 


os 

@@ee 
@® “LETTERS As I Know Them” is title 
of interesting little 5 by 7 inch booklet. 
It contains copy of a talk made by 
Luise Storz, letter counsellor, at a re- 
cent Mail Advertising Service Associa- 
tion meeting. Released by Lettercraft, 
180 West Adams Street, Chicago 3, 
Illinois, where Luise is one of the two 
partners. Booklet has a new and fresh 
touch for an old, old subject. Maybe 
Luise can spare you a copy. 
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@ DMAA PRESIDENT Harry Porter is 
off on a trip to Europe ... for the month 
of May. On May 8th, the British Direct 
Mail Advertising Association holds a 
big welcoming meeting for him. He 
will see other direct mail people in 
Paris, Brussels, etc. Nice work if you 
can get it. 


J7) 


@ IS THE REPORTER on your mailing 
list to receive copies of all your pro- 
motional material? You may as well 
“get in the act”. 


THE REPORTER OF DIRECT MAIL ADVERTIS:NG 














